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~SHERE are two kinds of service. One has to do with the making of 
prompt deliveries, accurate shipments, satisfactory adjustments 

when such are necessary,and so on. It reaches its highest point of 
efficiency in the smoothly operating organization. This is a sort of rou- 


tine service and though indispensable is more or less mechanical. It affects 
your profits only indirectly. 


The other class of service isthe constructive kind. It helpsto bring people 
to your counter, broadens your field of influence, develops prospects and 
moves the stock off your shelves. Live, creative, business-producing ser- 
vice of this variety 1s possible only when based upon personal interest. 


Every National MAZDA lamp shipment has back of it these two separate 
and distinct forms of service. You are entitled to both. You get the first 
automatically when you place your order for National MAZDAS. The 
second comes to you upon request—when you have some extensive or in- 
tricate lighting installation to plan; when you wish to build up some par- 
ticular line of business; when you want to increase your profits through 
more lamp sales; when you want suggestions and material for window 


displays, advertising cuts and copy for newspaper advertising or pam- 
phlets, folders, ete. 


During 1915 our policy will be to place this broad service at your dis- 
posal. Why not sample tt today hy addressing the 
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yy OF GENERAL ELECTRIC CO. 
NELA PARK, CLEVELAND 
Member Society for Electrical Development—“DO IT ELECTRICALLY” 
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OFFICE a — — - - ere ee 
Sanna Liubtla NYO 
Dec. 18, 1914. 


Standard Electric Stove Co., 
Toledo, Ohio. 


Gentlemen:~ 


After trying out five (5) leading makes of electric 
cooking ranges, which we anticipated using in our 
new building on the corner of Main & Carlton Sts. 
"se are very plea3ed to inform you that we have 
jecided on the "STANDARD? 


You may herewith accept our order for ninety=five 
(95) of these ranzes,+a3 per contract signed, and 
handed you herewith. 

We believe your product is the most perfect electric 
cooking range on the market at the present time from 
the standpoint of efficiency, economy, and material 
used in con3truction, ve think it superior to any 
stove that we tried out. 


Trustinz you will have them completed by Mar. 15th, 
1915, as per contract, we remain 


Yours very truly, 


POPFENBERG PIANO COMPANY. 
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An X-ray picture showing the simple construction of the Magic. 


Our One Argument is Quality 


If You are Interested in the Quality of the Appliances You Sell, You Must be Interested in 


“THE MAGIC” 


-Trouble-Proof Suction Cleaner 


The MAGIC is easy to sell and it stays sold. You don’t lose all the profits 
on repairs, replacements and trouble-shooting. For the MAGIC is trouble- 
proof—absolutely. It’s all in the motor. The MAGIC has a compensated 
auxiliary winding. This type reduces commutator wear to an irreducible 
minimum. Also it costs nearly twice as much as the motors used on other 
cleaners of comparable size. The special design, and the extra care, finer 
materials and truer testing incorporated in this motor insures you against 
the exasperation and expense of complaints and repairs. 


Here is the Proof 


In an endurance test of continuous operation day and night, between the MAGIC 
and two other well-known cleaners, the commutator of the motor on one of the other 
makes wore down 1/32 of an inch in 150 hours; the commutator on the other was 
worn out at the end of 500 hours. (See cut No. 1.) The commutator on the motor 
of the MAGIC Cleaner showed no perceptible wear after continuous operation for 
3,000 hours. 


And when the MAGIC was stopped at the end of 5,000 hours’ continuous running, 








Cleaner, after 5,000 hours’ 
continuous operation. Wear 


hardly perceptible. 


Investigate the MAGIC critrca//y. Put it through amy test you please. 
The more thoroughly you investigate, the surer you will be that the 
MAGIC is the ov/y practical cleaner for your central station to handle. 


One central station bought and sold over 1000 of our machines within six 
months. Let us tell you wy they boughtthem and 4ow they sell them. 


INNOVATION ELECTRIC COMPANY, Inc. 


585-589 Hudson Street, New York, U.S.A. 
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George Williams, Who Originated the Slogan Sign Idea, Gives His Views 


HE slogan sign has been very 

generally misunderstood. Off- 

hand opinion in the industry has 
characterized it as ‘offering a gold-plated 
olive branch to an exasperated public.” 
The idea seems generally to prevail that 
it is a form of gratuity little appreciated 
or desired; that its cost in money and 
energy could much better be expended in 
other and more obviously profitable 
channels, and that the whole proposition 
smacks of the hippodrome. 

This opinion I once shared. It was 
never quite plain to me how a lighting 
company could afford to invest from one 
to ten thousand dollars in a sign display 
which contained no reference to its chief 
beneficiary, not to mention the cost of 
lighting and maintaining such a display 
over a period of years. It was with this 
spirit of disbelief that I put the question 
to George Williams, known pretty gener- 
ally as “the daddy of the slogan sign,” 
asking him whether the proposition is 
honestly a success and how as a business 
man he could justify the cost. 

“Electric signs electrify communities,” 
was Mr. Williams’ first statment. Then 
he went on to explain that while admitted- 
ly other forms of central station business 
are more profitable, the most potent 
factor in enlivening a town, in stirring it 
to hustling activity, waking up dormant 
merchants and _ self-satisfied manufac- 
turers, putting life and spirit and ambition 
into citizens of every walk of life, is to 
make the business streets a blaze of mov- 
ing light. Every electric sign advertises 
electricity. Nobody ever saw a so-called 
“dead town” that had many electric 
signs, nor any really “live town” without 
them. And we all know that it is hard 
to do business in a dead town and com- 
paratively easy to do business where the 


and Explains His Methods 
Reported by Frank B. Rag, Jr. 


people are keen and confident. So the 
set policy which demands that each com- 
munity Mr. Williams undertakes to 
electrify shall immediately be equipped 
with plenty of signs is a lazy man’s policy, 
after all. He does not contend that signs 
make the absolutely best load, figured 
from the engineers’ standpoint; but he 





George Williams, The Daddy of the 
Slogan Sign. 


believes that, as a practical proposition, 
signs are best to start with (and to keep 
pushing) because they make other busi- 
ness-getting easy and other oppor- 
tunities greater. That, ina few words, is 
the reason why George Williams has been 
dubbed ‘‘a crank about signs.” Signs 
in themselves are profitable, but beyond 
that they stimulate, accelerate, even 


create other business. He puts the 
whole argument into four words: “‘Elec- 
tric signs electrify communities.”” Con- 
tinuing, he said: 

“If you want to sell a lot of large elec- 
tric signs in a town, put up a big one. 

“Few articles are sold without samples, 
and this is particularly true here, for no 
picture can correctly portray an electric 
sign. The prospective sign buyer needs 
demonstration, the same as the buyer of a 
suction sweeper or washing machine. 
You can’t sell him something which his 
mind cannot visualize. He’s got to be 
shown. 

“In each town where we have erected 
a slogan sign we did so primarily because 
we needed a sample sign. And we 
realized these essentials were necessary 
in that sample sign: 

‘First, it had to be big; 

“Second, it had to be placed in a good 
location; 

“Third, it had to be neutral, that is, it 
had to advertise something in which 
everybody is interested equally and which 
they like to see advertised; 

“Fourth, it had to arouse keen public 
interest and wide-spread comment in the 
newspapers and by word of mouth; 

“Finally, it had to demonstrate vividly 
to the local advertiser something which 
we all think he knows, but he doesn’t- 
that he can delineate any design, color 
or motion with electricity.” 

Those are the reasons behind the slogan. 


OME of the towns and cities into 
which Mr. Williams has been sent to 
organize new business departments were 
thought to be fairly progressive before his 
coming. ‘Take Toledo, for example. | 
once worked for the lighting company in 
that city myself, and I considered it quite 
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a hustling burg. It did not seem that 
very much need be done along the line of 
spectacular displays to impress the citi- 
zens with the advantages of electricity. 
Maybe I was right. However, the 
spectacular appeal is resulting in 100 per 
cent increases in business gained this year 
over last: it resulted in the company sell- 
ing a sign a day for exactly 268 consecu- 
tive days; it resulted in a force of twenty 
men each selling ten heating appliances 
per day for ten day s; it resulted in their 
connecting more signs to circuit in 
November, 1914, than were connected 
altogether before George Williams took 
hold. Maybe the slogan sign in Toledo 
which without favoritism I contend is the 
most effective sign in America—maybe 
this slogan sign had nothing to do with 
the other dev elopme nt, but after looking 
at it from both sides I am inclined to 
think it had—and that it still has. 

This problem of permanency is another 
moot point. The contention frequently 
has been voiced that a slogan sign soon 
loses flavor, becomes a commonplace of 





the nocturne. Experience and observa- 
tion in this matter should outweigh any 
deduction, however shrewd. It is my 
observation that the Toledo sign, after 
many months’ service, is still doing good 
work in assisting new business develop- 
ment. Mr. Williams speaks from definite 
experience on this point: 

“Some of these slogan signs of ours 
have been lighted every night for the past 
six years. They are still a source of pride 
to the citizens—still one of the sights that 
people bring their out-of-town visitors to 
see.” This is true. At Galveston, for 
instance, there was a crowd in front of the 
slogan every night during the Cotton 
Festival last August, though the sign had 
been burning steadily since 1912. And 
the townsfolk were extolling its beauties 
and commenting upon the improvement 
wrought in the business section by the 
brilliant sign illumination. ‘Travelers go- 
ing through Elyria on the Lake Shore 
invariably have their attention called to 
the slogan sign of that city. I have 
observed this at least six times: those who 
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When the Durham (N.C.) Traction Co. gave the big slogan sign to the city, the Durham public expressed 
its appreciation in this full page newspaper space. 


PUBLIC PROCLAMATION 


BY THE 


, Members of the Commercial Club, Citizens and Business Firms of Durham--and the City of Dur- 
ham--to 


THE DURHAM TRACTION COMPANY 


FOR THEIR 


GIFT TO THE CITY OF DURHAM-- 
THE ELECTRIC SLOGAN 


Whereas, the Undersigned Progressive Citizens of Durham, Members of the Commercial Cub and Business Firma, do hereby 
licly Acknowledge our : ee to The Durham Traction iy! and Their Local Ri a yt le for ~ Interest Which fey 
Gift. 


In Witness Wheneel, We Hereunto Set Our Hands and Seals te the 16th, Day of December, Ninteen- Thirteen. 














ich They Have Presen 














February, 1915 












(ol LXIII, NO 297 


f¢ |’MID SPEECH AND MUSIC __ |r 
igh| SLOGAN WILL BURST FORTH 
"| IN LUMINOUS PROCLAMATION 


: Re- Ceremonies Attending Formal Presentation and Dedi. war 
ji cation of Municipal Sign Will Be Held Wednesday 
Evening at Old Postoffice Corner 
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Front page stories in the newspapers are the usual 
accompaniment of slogan signs. This is one of 
many that appeared in Toledo during the campaign. 


have seen it before act as announcers, and 
many to whom Elyria was nothing more 
than a name on the time-table speak 
admiringly of the town’s enterprise. | 
think it is safe to say that there is nothing 
very fleeting about the slogan sign. So 
long as it is smartly maintained it holds 
its grip upon popular interest and is a 
source of sustained civic pride. 


OW does one go about it to organize 

a slogan signcampaign? The ques- 
tion has been asked many times, but 
never before has it been answered de- 
finitely and with the underlying motives 
laid bare. 

“First we announce in the daily papers 
that the lighting company is willing to 
erect a big sign with which to advertise 
the city. 

“Tt is explained that the sign itself will 
cost the city nothing, and that the com- 
pany will maintain it without charge for 
years to come. The citizens are asked 
only to furnish the slogan and the location. 
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and scarlet. 


“Slogan suggestions are asked from 
everybody—trich and poor, old and young 

and everybody can submit as many as 
they please. Sometimes medals or other 
prizes are offered for the best suggestions, 
but whether or not there is a bonus 
offered, it is a fact that invariably the 
whole population seems to get busy. 
Folk study the merits of their town and 
try to express these briefly, in a concen- 
trated phrase. The newspapers publish 
lists of suggestions together with many 
“stories” explaining repeatedly the propo- 
sition and conditions. Tango, the war 
and the high cost of living seem almost 
to be forgotten: the slogan becomes the 
local popular hobby. For a month, at 
least, people discuss slogans, civic better- 
ment, electric signs and the lighting 
company. 

“The board of trade or business men’s 
association, or a committee of represent- 
ative citizens is prevailed upon to act asa 
jury of award, and this fact is of course 
widely advertised. This selection of a 
slogan is no small task. In every town 
where we have conducted such a cam- 
paign, thousands of suggestions have 
been sent in. The judges sometimes 
wrangle for days over the final few 
choices. 

“At last the selection is made. 
news, 


More 
The winner’s picture is published, 
with congratulatory comments by city 
officials and by the officers of the lighting 
company, the latter explaining again and 
at length the beauties of the slogan sign- 
to-be. 

“Then the sign is designed. Sometimes 
several designs are secured and submitted 





Vashville’s slogan was co-operative, being paid for 
by the Board of Trade and lighted by the Railway 
& Light Company. 


Size, 68’ x 78’. 


ELECTRICAL MERCHANDI 


Three separate displays shown in the Toledo slogan sign: first a speeding railway train, then a lake freight boat plowing the waves, finally the slogan in whit 
Built by Valentine Electric 


Five colors. 


to the original jury of award or business 
men’s association for selection. Their 
deliberations are reported in the papers 
and pictures issued to show what the sign 
will look like. There follows a month or 
two of conjecture. The selection of 
location buoys popular interest and 
makes “copy” for the newspapers. Ac- 
tive solicitation is carried on among a few 
of the more progressive and most favor- 
ably located merchants to induce them 
to erect signs which shall be lighted at 
the same time as the slogan. 

“Finally the sign arrives. Its struc- 
tural work is a matter of further curiosity, 
and pictures of the steel workers fabricat- 
ing it, spider-like, are published. Hun- 
dreds of people watch its progress toward 
completion. Everybody talks signs. 

“The formal ceremony of the first 
lighting of the sign is announced. Promi- 
nent men are invited to make speeches 
appealing to civic pride. The silver 
cornet band dusts its uniforms and buffs 
up its instruments. The boy scouts are 
asked to participate. A dutch lunch 
invariably referred to in the papers as 
“a banquet”—is arranged to take place 
in the Elks’ Club or the commercial club 
at the conclusion of the ceremony, at 
which event ample provision is made for 
all the newspapermen who can get around. 

“And when the great night comes, any- 
where from fifteen to fifty per cent of the 
townsfolk gather at points of vantage to 
see the first flash.” 


N? one who has watched a slogan 
campaign unfold can deny that it 
grips popular interest and results in an 
incalculable amount of pro-company talk. 
As a publicity measure it is worth what- 
ever it costs—if one has the courage to 
appraise publicity truly. But there is a 
more sordidly practical side, stated thus 
by Mr. Williams: 

“The total number of electric signs in 
the towns where there are slogan signs, 
is many times greater than in any equiva- 
lent population in the world.” 

Yet the slogan sign does not stop with 
incubating other sign business. Towns 
in which there are slogan signs invariably 
show a leaping advance in every other 
department of central station service. 
Store lighting follows the electric sign as 
a band follows the drum-major. Appli- 
ance sales, housewiring, power business, 


Sign Company. 
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all increase immediately and voluntarily. 
The town awakes, realizes its self-im- 
portance. Or to sum it up to Mr. 
Williams’ crisp phrase: 

“Electric signs electrify communities.” 


HERE are more slogan signs in the 

country than one would think, off- 
hand. They have been erected in small 
towns and large, by lighting companies, 
by municipalities and by boards of trade. 
The most effective are those which have 
been carefully planned as an adjunct to a 
well-conceived new develop- 
ment: the least successful have been those 
erected in a burst of enthusiasm and with 
out a definite object in view. 

For the benefit of those who wish to 
gather all available data on the slogan 
sign proposition, the following list is 
appended. It is not claimed that this 
list is complete, but it probably contains 
the greater percentage of such signs 
which have won more than local recogni- 
tion: 


business 


Atlantic City, N. J 
ca’s Playground” 
Athens, Ga. 
Birmingham, Ala. 
Bristol, Tenn. ‘*Push!—That’s Bristol” 
Brooklyn, N. Y. “Brighter Brooklyn” 
Bartlesville, Okla 
Chattanooga, 
Dynamo of Dixie’’ 
Clinton, Iowa. 


“Atlantic City Ameri- 


Tenn “Chattanooga —The 


wae Bright Spot” 


ST JOSEPH 


ee 


WORTH mez 


s 





Newspaper reports of this sign stated, ““The Com- 
pany has again demonstrated its disposition to boost 
St. Joseph.” Size 50° x 50’. Four colors, 
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Danbury, Conn. 
All” 

Durham, N. C. 
World Around” 

Denver, Colo. 

Elyria, Ohio. “Elyria, The 100% City” 

Easton, Pa “City of Resources” 

Frederick, Md. “Buy in Frederick” 

Fort Wayne, Ind. ‘For Fort Wayne, With 
Might and Main” 

Galveston, Texas. “The Treasure Island of 
America” 

Greenville, S. C. 

Hattiesburg, Miss. 

Hamilton, Ont. 
are Reasons’ 

Hermosa Beach, Calif. 

Houston, Texas. “Keep Boostin’ Houston” 

Jackson, Miss. 

Kalamazoo, Mich. 

Lee, Mass. 

Marinetta, Wis. 
For You” 

Montgomery, Ala. 
portunity” 

Marion, Ind. 


“Danbury Crowns Them 


*Durham-—Renowned the 


*Hattiesburg—The Hub” 
“Hamilton Grows—There 


“In Kalamazoo We Do” 
“The Queen City —A Home 


‘**Montgomery— Your Op- 


“Boost Marion” 





This kind of a slogan sign fails because it is not 
of sufficient size or beauty to inspire civic pride. 


Manhattan Beach, Calif. 

Mobile, Ala. 

Muskogee, Okla. 

Meridian, Miss. 

Muscatine, lowa. “Come Blow Your Whistle 
With Us” 

Nashville, Tenn. 
tunity” 

New Haven, Conn. “Old Elms But New 
Ideas” 

New Orleans, La. 
Capitol of America” 

New Philadelphia, Ohio. 
City” 

Oklahoma City, Okla. 

Pasco, Wash. “Kee p Your Eye on Pasco 0” 

Phillipsburg, N. J. “Phillipsburg, N. J.’ 

Pittsfield, Mass. ‘Pittsfield—Heart of The 
Berkshires” 

Rochester, N. Y. 
Dominates” 

Sedalia, Mo. 

St. Joseph, Mo. “St. 
Worth While” 

San Diego, Cal. 
Call” 

Scranton, Pa. ‘Watch Scranton Grow” 

Schenectady, N.Y. “Schenectady Lights and 
Hauls The World” 

St. Louis, Mo. “St. Louis Has The Goods” 

Sapulpa, Okla. ‘The Oil City Of The South 
West” 


‘Welcome to Muskogee” 


“Nashville Offers Oppor- 


“Welcome to The Winter 


“Welcome To Our 


‘**Rochester—Here Quality 


Joseph, The City 


“San Diego—First Port of 









Toledo, Ohio. “You Will Do Better In Toledo’ 

Warren, Ohio. “We = Work—We Win 
Warren” 

Waycross, Ga. 

Wooster, Ohio. “‘We Want More Factories” 

Wichita, Kansas. ‘“‘Watch Wichita Win!” 

Walla Walla, Wash. ‘Walla Walla Wants 
You” 


HERE QUALITY 
DOMINATES 





Another co-operative sign in which the board of 
trade and lighting company joined hands to boost 
Rochester. 


Anti-Sign Prejudice Cost Million 

Much has been written of the eccentric 
John G. Wendell, New York’s millionaire 
real estate owner who recently died. One 
of his peculiarities was an antipathy 
against electric signs, which is said, on 
good authority, to have cost him close 
to a million dollars. In every Wendell 
lease was a clause which abrogated it in 
event of the tenant erecting an electric 
sign on the property. In one case, at 
least, this was expensive. The plot at 
the corner of 50th Street and Broadway, 
in the heart of the Tenderloin, remained 
vacant for ten years because no tenant 
would meet the anti-sign requirement. 
On one occasion a prospective tenant 
laid before Mr. Wendell a check for the 
first year’s rent and a signed lease with 
the sign clause stricken out. The check, 
for $35,000, was politely returned, the 
owner preferring, to lose $100 a day, 
rather than allow electric advertising upon 
his premises. 


Novel Illuminated Sign 


A novel illuminated sign has recently 
been erected by The Texas Company at 
Port Arthur. 

The sign is 156 feet long with nine-foot 
painted letters, mounted on the top of the 
building by iron frame work. The 
height above the top of the building is 
over 9 feet, thus making the sign easily 
visible all over the surrounding country. 

The light is furnished by sixteen 
Cooper Hewitt lamps mounted in iron 
boxes placed eleven feet in front of the 
sign, and having a glass face just large 
enough to accommodate’ the lamp. 
Spec ‘ial reflectors beneath the tubes of the 
lamps throw light strongly against the 
face of the sign. 
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Salve Versus Slide Rule 


HAT there is something more to th 

sale of electric power than the 
engineering considerations involved, was 
recently shown in rather a spectacular 
manner by Fred E. Schornstein who is 
doing special power work for the Union 
Gas & Electric Company. 

The Rollman & Sons Company of 
Cincinnati, about a year ago, gave the 
power department of the lighting com- 
pany an opportunity to figure on over 
100 hp. demand. This proposition was 
put up to the engineers who submitted 
elaborate estimates, reports and_ plans. 
When the documents in the case had 
amounted to a book about three inches 
thick, the customer bought a couple of 
60 hp. gas engines with direct-connected 
40 kw. generators and proceeded to grind 
out his own juice. It was a failure of the 
slide rule. 





Gas Engines 
at a Bargain 


We offer for sale our electric generating pla: 

This plant consists of two 60 H. P. TU! RNER. FRICKE gas engines, 
two 40 K. W. direct connected Triumph generators, switch board 
and accessories 

The entire outfit has been in use only one year and is in fine condition 




















good as new 

REASON FOR SELLING: We are now taking electric service from 
the Central Electric Station and have no further use for our own 
ec — equipment 
wr quick sale we offer the plant for LESS THAN HALF THE ORIGI- 

NAL COST 


The Rollman & Sons Company 


FIFTH AND VINE STREETS. 








When the plant had been running a 
few months, Mr. Schornstein got on the 
job. After ascertaining how his prede- 
cessors had succeeded in failing, he 
adopted exactly the opposite course and 
did not submit a single figure. He 
simply talked sense, and let the terms of 
his contract carry all the facts and figures 
the case required. The result is sum- 
marized in the attached advertisement. 


Montgomery Runs Store 

John Montgomery, formerly with the 
Western Canada Power Company, at 
Vancouver, B. C., has taken a position 
with the Utah Light & Traction Com- 
pany as superintendent of their Electric 
Shop. Mr. Montgomery was formerly 
in the employ of the company as commer- 
cial agent and resigned to accept a posi- 
tion with the Mexican Light & Power 
Company in Mexico City, later going to 
Canada. 


E. L. Callahan Joins Westinghouse 

EK. L. Callahan, for the past six years 
manager of the new business department 
of H. M. Byllesby & Company, has re- 
signed to become Chicago manager for 
the Westinghouse Lamp Company. 

Mr. Callahan’s work in building up 
gas and electric business has been charac- 
terized by many original campaigns. 
While with the Byllesby Company the 
commercial departments of all its thirty- 
five service organizations were under his 
personal direction. 
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Merchandise, the special October 

campaign of the Lehigh Valley Light 
& Power Company which resulted in the 
sale of seventy-five suction cleaners, was 
described. This company conducts a 
similar special campaign each month in 
which a particular household utensil is 
featured, and some special inducement 
offered to the prospective buyer. 

In order to get more complete data 
regarding this policy of special monthly 
sales and to study at closer range its 
effect on the every-day merchandising of 
the company, the writer recently made 
a little journey to Allentown. The 
result was some interesting and suggestive 
figures. 

Frequently in these special sales, the 
Lehigh Valley Company offers two in- 
ducements: one applying to unwired 
houses, the other to wired houses. For 
example, in November, a Western Elec- 
tric washing machine was featured, and 
to the owner or tenant of an unwired 
house buying one of the machines, com- 
plete wiring for one outlet and a 6-lb. 
iron were given free. The already-wired 
prospect was given the iron and a General 
Electric toaster free with his purchase of 
a washing machine. 

The most casual noting of the appli- 
ances offered each month will indicate 
how these sales tend to vary the appliance 
load in Allentown and to spread success- 
fully the gospel of complete electric ser- 
vice in the home. 

In September, the percolator was the 
“leader,” while the toaster was thrown 
in free. Twenty-five percolators were 
sold during the month. 

In October, a suction sweeper was 
offered, and the premium was a complete 
set of attachments or any one of six less 
commonly sold appliances such as the 
water heater, the disc stove, or the heat- 
ing pad. 

In November, the Western Electric 
washer was featured, twenty-eight ma- 
chines being placed in service, and where 
they went, either an unwired house fell 
into line or an iron or a toaster or both 
went with them to add their mite of cur- 
rent consumption to the annual load. 

Electric table stoves were the Christ- 
mas special, “reduced from %5.00 to 
$3.95.” Thirty-six stoves were sold. 
It is also worth noting that the Lehigh 
Valley Company made a Christmas 
drive on all appliances, which resulted 
in the sale of 200 units. Irons, toasters, 
percolators, grills, suction sweepers, and 
chafing dishes were the best sellers. Good 
business was also had in portable and 
reading lamps, a line which hitherto has 


bE: the December issue of Electrical 


Twelve Special Sales a Yea 


An Analysis of the Lehigh Valley Company’s Merchandise Sales 
Them. Monthly Sales, Keen Gas Competition and a Merchandising | 


By 5S. F. Metcuer 
not been profitable for the company. 

During January, the coffee percolator 
is being pushed under the inducement of 
a liberal reduction in price. In February 
a washing machine will be staged again, 
and Mr. L. J. B. Sewell, the commercial 
manager, has set the sales mark at 50 
machines. It is noteworthy that 80 
washing machines are now on the com- 
pany’s lines and demonstrating the labor- 
saving advantages of electric service. 

A toaster campaign will be put on in 
March, and another suction sweeper 
campaign in April, during which the com- 
mercial department expects to sell 150 
cleaners. It seems to be habitual with 
Mr. Sewell to set pretty stiff quotas for 
his men and himself, and then put forth 
every effort to make the expectations 
good. Generally he succeeds. 

This aggressive attitude is one potential 
factor in the striking increases in new 
business the reports of the commercial 
department show from year to year, and 
of course the fixed policy of special 
monthly sales carries constantly acceler- 
ated momentum over from month to 
month. But another equally powerful 
reason for the house-wiring and appliance 
figures to be quoted in the next paragraph 
or two is keen and never-ceasing gas 
competition. 

As the writer made his way up from 
the Allentown railroad station, the show 
windows of the local gas company 
greeted his eyes, and they suggested by 
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Proposition I. 
For Unwired Houses 


Complete wiring for one 
outlet and a 6b. Electric 


ron, FREE 


15 Days Free Trial 


Washer and Wringer 


To any purchaser of a Western ELECTRIC WASHER and Wringer. 
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Figures and the Factors that Produced 


Policy with the Punch 


their very distinctiveness and assertive- 
ness a merchandizing policy that would 
admit, on the part of the electric light 
company, no lying down on the job. 

I happen to know that many commer- 
cial managers of electric light companies 
do not relish keen gas competition, but 
I have always firmly believed that the 
stiffer the sales efforts of the gas interests, 
so long as they are as clean as they are 
hard, the better for the central station 
that knows or speedily learns how to rise 
up in its might and meet them. So I 
asked Mr. Sewell if, in the long run, he 
didn’t believe that the aggressive work of 
the gas people in Allentown helped 
rather than hindered local electrical busi- 
ness. He was sufficiently keen and 
broadminded a merchant to admit that 
it did help—that it tended to keep him 
and his associates alive and on the job. 

Now note the results, in actual figures, 
that Mr. Sewell, ably backed up by his 
general manager, A. H. S. Cantlin, and 
his capable sales force, has been able to 
put on paper during the four years he has 
been connected with the Lehigh Valley 
Company, all as the result of this “keep- 
ing alive and on the job.” 

In 1911, the house-wiring contracts 
secured amounted to 100; in 1912 to 250; 
in 1913 to 400; in 1914 to 467. The 
Lehigh Valley Company put on an excess 
indicator campaign in November, which 
has brought in 100 flat-rate contracts to 
date, six of which already have been 
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NOVEMBER SPECIAL | 


Western Electric 





Proposition II. 
For Wired Houses 


6lb. Electric fron and 
G. E. Electric 
Toaster 


FREE 


Sold on Time 








Allentown Office 
542 Hamilton Street 
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An excellent example of an aaa that states the entire proposition ny 
you know exactly what inducements the company offers. 


Lehigh Valley Light & Power Co. 


Slatington Office 
586 Main Street 


Catasauqua Office 
123 sa Street 
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Read this ad and 
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changed over to meter rates in order that 
the customers may buy and use appli- 
ances. In 1911, the commercial depart- 
ment sold 525 irons; 750 in 1912; 850 in 
1913, and over 1,000 in 1914. Aggressive 
house-to-house canvassing accounts in 
good measure for the 1914 figures. The 
irons were loaded in a wagon, and an iron 
was left on a fifteen days’ trial at each 
house that was visited. Over 85 per 
cent of the irons were actually sold and 





XMAS SPECIAL 
$3.28 Buys This $520 


ELECTRIC 


TABLE STOVE se 
Broils, —- and i= 


Guaranteed for Five Years 


Lehigh Valley Light & Power Co. 


Allentown Office, 542 Hamilton Street. 
Catasauqua Office, 123 Bridge Street. 
Slatington Office, 586 Main Street 


pemietinimeeitl 














Double column, five-inch advertisements are the 
standard space used to announce monthly 
“spe cials.” 


are today at work on the company’s lines. 
The goods were sold at the standard price 
but purchasers, if they so desired, were 
allowed to pay on a part-time basis 
50 cents added to the monthly lighting 
bills until the full purchase price was paid. 
Over 750 of the buyers chose this easy- 
payment plan. The company allowed 
75 cents on every gas iron exchanged for 
an electric, and sixty were taken up. An 
allowance of 50 cents was also offered on 
every old electric iron given in exchange 
for a new one. 

The latest 1914 report of the Lehigh 
Valley Company, available, covering a 
period of eleven months, reveals figures 
of equally suggestive value. In addition 
to the 1,000 irons sold, the following 
appliances found a ready market in 
Allentown during the year: 7 tailors’ 
irons; 32 washing machines; 58 vacuum 
cleaners; 24 luminous radiators; 8 chafing 





January Special 
$7.50 


Electric Coffee 


Percolator 
Special 
$5.45 


Guaranteed 5 Years 


Lehigh Valley Light & Peles Co. 


ALLENTOWN OFFICES 542 HAMILTON STREET 
CATASAUQUA OFFICE. 123 BRIDGE STREET 
SLATINGTON OFFICE, 586 MAIN STREET. 





No argument here, no fine writing, no superfluous 
words. The bargain offer is concisely stated. 






































































dishes; 25 percolators; 33 toasters; 30 
radiant grills; 39 toaster stoves; 2 disc 
stoves; 1 glue pot; 6 water heaters; 15 
curling irons; 8 heating pads; 10 electric 
vibrators; 2 cigar lighters; 2 hair driers; 
1 samovar; 2 milk warmers; 5 shaving 
mugs; 1 bath cabinet; 9 sewing machine 
motors; 31 reading lamps; 13 domes; 177 
lighting fixtures; 318 reflectors, and 4 
ornamental lamp posts. Pretty good 
going, both as to quantity and variety, for 
a city of some 67,000 population. 

During 1914, the Lehigh Valley Com- 
pany also sold 33 electric signs, 121 out- 
side lamps on the flat rate and 100 on the 
meter rate; 7,168 mazda lamps of various 
sizes from 25-watt to 1000-watt; and 
23,459 carbon lamps. The old buildings 
wired included, in addition to a large 
number of residences, a goodly proportion 
of stores, factories, offices, garages, shops, 
hotels, stables, lodge rooms, churches, 
barber shops, restaurants, and bakeries. 

A special old-house-wiring schedule is in 

force. The prices range from $12.50 for 
four rooms and four outlets to $42.50 for 
20 rooms and 20 outlets. All wiring is 
concealed, including the service wires and 
the meter loop. The customer has the 
privilege of paying for the work in ten 
monthly installments, but a cash dis- 
count of 10 per cent on the regular prices 
is allowed. The wiring business is in- 
variably turned over to the local con- 
tractors. Wherever the customer pays 
spot cash, the contractor allows the 10 
per cent discount mentioned above. 
However, the company pays the con- 
tractors in advance and in a lump sum, 
less 10 per cent, for their work on all 
part-time jobs, and then carries the 
accounts. 

The showing of the power department 
of the Lehigh Valley Company, under the 
management of Mr. A. P. Schneider, is 
just as impressive as that of the lighting 
and appliance departments, but it really 
makes material for a separate article. 


A National Electric Week ? 
SUGGESTION has been advanced 
A by the Society for Electrical De- 
velopment, through its general manager, 
in favor of a national electric week to be 
held in the United States and Canada 
sometime this fall. 

He recommends making a big sales and 
educational week, during which time all 
affiliated interests would co-operate with 
national manufacturers, civic — bodies, 
ete., to encourage better lighting of 
streets, stores, factories, schools and 
homes, to promote the sale of electrical 
appliances, and to aid the development of 
the electrical industry. The week begin- 
ning October 18th is the time recom- 
mended. 

Among the suggestions made in con- 
nection with this proposition, the follow- 
ing is quoted from a circular issued from 
the Society’s office:—‘*The co-operation 
of the Jovian Order and other electrical 
societies and associations; the co-opera- 
tion of national advertisers in using their 
space in the magazines to arouse the 
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interest of the public, and in getting all 
their customers to make special window 
displays during that week. This refers 
to all national advertisers, not merely to 
those in the electrical business; securing 
the co-operation of mayors, boards of 
trade and other civic bodies; having 
white way lighting and other attractions 
that week to bring people into the cities; 
electrical contractors to encourage all 
merchants to fix up their windows for 
that week; central stations to offer 
prizes for best lighted stores, best display 
of electrical merchandise, best display of 
other merchandise, also to carry on a 
liberal advertising campaign in their 
local newspapers, prior to and during, 
electrical week securing the co-operation 
and support of the other local electrical 
interests in this: parades to be held of 
electric vehicles and wherever possible, 
floats, etc. The Society to prepare 
special posters for bill board and other 
use, to be sold at cost for advertising the 
carnival prior to and during the week 
itself, to prepare special literature for 
distribution by central stations, supply 
dealers, contractors and others, to ar- 
range for lectures, special meetings of 
electrical societies, stories in trade papers, 
popular magazines, etc.” 


To Get Iron Prospects 


Every application for electric light 
taken by the Denver Gas & Electric Light 
Company has on the back a space reading 
“electric iron” to be filled in with “tyes” 
or “no” by the one securing the con- 
sumer’s signature. The representatives 
ach day receive a list of all applications 
taken together with the information thus 
secured regarding electric iron prospects. 
Needless to say, consumers thus in- 
dicated as prospects are promptly seen 
and told of the advantages of ironing by 
electricity. Moving time is an excellent 
time to introduce electrical appliances 
among old consumers, while new ones 
must be seen promptly before they pur- 
chase old fashioned irons. 


Christmas Aestianee Records 


Remarkable success attended — the 
Christmas sales of electric appliances 
among the various Byllesby companies, 
between 15,000 and 18,000 being disposed 
of altogether during the holiday cam- 
paigns. This is, in round numbers, about 
twice the number sold in the same lo- 
calities a year ago. In most cases the 
campaigns were conducted in co-operation 
with local electrical dealers so that exact 
statements are not everywhere available. 

Some of the properties made remark- 
able gains. In Pueblo, the Arkansas 
Valley Light & Power Company reports 


a total of 1399 appliances sold this year 


against 531 sold a year ago. The Con- 
sumers Power Company of Minot, N. D., 
reports 243 in 1914 against 67 in 1913. 
In El Reno, the figures are 214 against 
59; in Enid, 176 against 34; in Faribault, 
392 against 102; Sioux Falls, 209 against 
80, and Richmond, Cal., 


194 against 69, 
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Seventy-five New Business Men Gather to Discuss Selling Problems 


HE committee on new business 

cooperation of the Ohio Electric 

Light Association met at the 
Hollenden Hotel, Cleveland, on January 
20th, at which meeting about 75 were 
present. The program included: 

Address of Welcome. 

Paper (illustrated with slides) by 
T. E. Simpers, Industrial and Power 
Department, Westinghouse Electric and 
Manufacturing Co., East Pittsburgh, 
“Application of Electric Drive in Flour 
Mills.” 

Luncheon—Address by Morris A. 
Black, President Cleveland Chamber of 
Commerce, Cleveland. 

Paper by W. A. Wadsworth, Union 
Gas and Electric Co., Cincinnati, “Secur- 
ing Business with the Nitrogen Lamp.” 

Paper (illustrated with slides), by 
L. E. Smith, Small Motor Department, 
General Electric Co., Lynn, Mass., ““Ap- 
plications of Motors up to 25 Horse- 
power.” 

Paper by J. C. Matthieu, Power 
Engineer, The Dayton Power and Light 
Co., Dayton, “Applications of Industrial 
Trucks.” 

The meetings were held in the rooms of 
the Electrical League of Cleveland and 
the luncheon in the Crystal Room of the 
hotel. Thomas F. Kelly, salesmanager 
of the Dayton Power & Light Company, 
presided. The two excellent papers by 
manufacturers’ representatives were re- 
ceived with attention and thoroughly 
discussed: those by central station men 
were of even greater interest and are ab- 
stracted hereunder. On the subject of 
“Securing Business with the Nitrogen 
Lamp,” Mr. Wadsworth said: 


HE introduction of tungsten lamps 

is not sufficiently ancient to have 
been forgotten, and many of us can re- 
call unpleasant features connected there- 
with. It is reasonable to expect that 
history will repeat itself, but there are 
several reasons why we should have less 
trouble with the nitrogen lamps than 
with the tungsten lamps. 

First; the lamp manufacturers will, 
due to lessons learned from experience 
with the tungsten lamp, give us a lamp 
very much sooner which will be free from 
defects. 

Second; no radical changes will be 
necessary in fixtures and reflectors as 
was the case when tungsten lamps were 
introduced. 

Third; there will be less hesitancy on 
the part of central stations to accept and 
push this lamp. 

Fourth; the customer will require less 
educating to be convinced of the merits 
of the lamp. 


For a considerable period prior to the 


and Prospects 


advent of the commonly called nitrogen 
lamp, the company with which the writer 
is connected had been placing in a fixture 
especially designed for the purpose 400, 
500, and 750 watt tungsten lamps, these 
units complete being placed and main- 
tained without charge, and the energy 
used was metered and sold at regular 
commercial rates, 400 and 500 watt units 
being used in a campaign against gas 
ares and for general interior lighting, and 
the 750 watt units for the replacing of 
flaming ares and for general display 
lighting. 

So successful was this campaign that 
it became apparent that there was a con- 
siderable field for even larger units, and 
to satisfy this demand the 1000 watt 
tungsten lamp was experimented with. 
This size, however, did not prove satis- 
factory, as the average life was found to 
be only about 400 hours, and other 
troubles developed, principally in the 
base caused by the great amount of heat 
from the lamp. As soon as the 750 and 
1000 watt nitrogen lamps were available 
these were substituted, and from the 
first the 1000 watt size gave excellent 
satisfaction both as to life, quantity and 
quality of light. 

The 750 watt lamp, however, was not 
satisfactory, nor has it become entirely 
so as yet, although there has been a 
marked improvement. The trouble was 
early burn-outs. 

The fixture used was a solid bronze 
ventilated housing, white enameled re- 
flector, fitted with a 12-inch ball globe 
with a 1-inch opening at the bottom. On 
account of the intense heat generated by 
the nitrogen lamps it has been found 
necessary to use a baked porcelain en- 
ameled reflector, as no paint would stand 
it. Special attention also had to be 
given to the ventilation of the unit in 
order to maintain the temperature within 
reasonable limits. This fixture is suitable 
for either outdoor or indoor use. The 
750 and 1000 watt units find their use 
principally among long-hour burners, 
particularly theatres, picture shows, 
restaurants and drug stores. 

Following the introduction of the two 
larger sizes of nitrogen lamps the question 
arose as soon as the 400 watt and 500 watt 
lamps came out, as to what attitude 
should be taken in regard to these. It 
was found that, due to the cost of these 
lamps and their uncertain life, it was very 
questionable whether or not the unit 
could be put out and maintained without 
charge and be a_ paying investment. 
These sizes were, therefore, not accepted, 
but the company continued to put out 
500 watt lamps until early autumn. 

When the 200 watt and 300 watt 
nitrogen lamps were available, the ques- 


tion arose again as to what attitude 
should be taken in regard to these sizes. 
It was decided to prepare a unit suitable 
for the 300 watt lamp, and install it com- 
plete, the cost to be made as low as 
possible, and to abandon for the present 
the use of 400 and 500 watt lamps, both 
of the tungsten and nitrogen types, but 
to continue placing and maintaining 
without charge 750 and 1000 watt units. 

In connection with the placing of the 
300 watt units, a careful campaign was 
mapped out patterned to a considerable 
extent after that of the Welsbach Com- 
pany in the sale of gas ares. What was 
desired was to offer a good unit installed 
complete at the lowest possible price and 
on the most liberal terms consistent with 
good policy. 

After considerable experimenting two 
units consisting of either a ceiling or 
pendant type fixture, wired complete 
with suitable reflector and lamp and, if 
necessary, pull chain switch, was ob- 
tained at the cost of $5.00 installed. 
Samples of this fixture in the two different 
types with the lamp, extension cord, 
plug and socket, and suitable literature, 
were placed in a case and given to the 
salesmen. Orders were accepted on 30 
days’ trial, or on terms of $1.00 down and 
$1.00 per month. The salesmen were 
instructed to concentrate their efforts 
among gas users and long-hour burners. 
They were also instructed to turn in with 
every order information as to the units, 
either gas or electric, which were re- 
placed. 

Fearing that there might be some 
“bugs” which would develop, efforts 
were at first directed towards placing the 
units in the outlying business sections 
which, of course, did not offer the best 
field but would cause the least harm if 
the units proved a failure. Since the 
results have been satisfactory, efforts are 
now being concentrated on the down 
town business section, and it seems very 
probable that as soon as warm weather 
makes the gas are no longer desirable for 
its heating qualities, these units will be 
placed in very large numbers. 

In determining the probably revenue 
from these units, it is assumed that since 
the installations would be made _princi- 
pally among long-hour burners, a fair 
average use would be four hours per day, 
300 days per year, giving a vearly kwh. 
consumption of 360, which at an average 
cost of 5c. would make the yearly revenue 
per unit $18.00, with no cost to serve. 

This is just about the same revenue 
which, it is found, the average residence 
customer brings, but in the latter case 
the cost to serve leaves but very little 
profit. Therefore, it seems that the 
direct results from the installation of one 






















































































ELECTRICAL MERCHANDISE February, 1915 

















Bigger “New Business” in 








Boom Times 


To the ‘New Business” Manager: 











Do you know _ increased business is coming, bigger out- 
) 

puts, more employment, larger sales of home comforts, 
more houses wired and more “new business” for you? 


Thousands of homes that have electricity are still ironing 
by the old-fashioned obsolete method all of these homes 
are live prospects for a G-E Flatiron. This is “new bus- 
iness” worth going after. You know the quality of G-E 
Heating Devices. you know that aG-E Flatiron in the 
home ts the forerunner of other G-E Heating Appliances. 


Have you tried the new Utility Grill? This is a “Mer- 
chandise nugget” and a “current consumer.” It will be 
used in the kitchen three times every day. 


Do you know you can secure expert sales co-operation 
from us which will add to your day load P 


Ask us, we are at your service. 


General Electric Company 









































Cleveland, Ohio ae, Minn. Rochester, N. Y. 
Columbus, Ohio a Nashville, Tenn. St. Louis, Mo. 
Day ‘ton, Ohio General Office, Schenectady, N. 7. New Haven, Conn. Salt Lake City, Utah 
De onver. Col ~~ erage La. San Francisco, Cal. 
s Mo ;= a New York, N. Y. Schenectady, N. Y. 
De tro it. “Mich. ADDRESS NEAREST OFFICE Niagara Falls, N. Y. Seattle, Wash. 
(Office of Agent) Omaha, Neb. Spokane, Wash. 
Charleston, W. Va. Duluth, Minn. Indianapolis, Ind. Philadelphia, Pa. Springfield, Mass. 
‘harlotte, N. C. Elmira, N. Y. Jacksonville, Fla. Los Angeles, Cal. Pittsburg, Pa. Syracuse, N. Y. 
Chattanooga, Tenn. Erie, Pa. Joplin, Mo. Louisville, Ky. Portland, Ore. Toledo, Ohio 
hi : Fort Wayne, Ind. Kansas City, Mo. N Memphis, Tenn. Providence, R. I. Washington, D. C. 
Hartford, Conn. Knoxville, Tenn. Milwaukee, Wis. Richmond, Va. Youngstown, Ohio 


For Texas, Oklahoma and Arizona business refer to Southwest General Electric Company (formerly Hobson Electric Co.), Dallas, 
El Paso, Houston and Oklahoma City. For Canadian business refer to Canadian General Electric Company, Ltd., Toronto, Ont. 
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“EF ELECTRIC ; 
FLATIRON | 


“Standard of the W orld” 


To the Dealer: 


Are you stocked with this iron? MaketheG-Eirona“lead- 
er’ for increasing the sale of electrical heating devices. Puta 
G-E/ironinthe home and your customer will be so satisfied with 
it that additional sales will follow for other current-using devices. 


Youcan have the utmost confidence inthe quality, the life, the 
reliability, the service of a G-Eiron—and so can your customer. 


There are nolonger “Flatiron Seasons’ —every monthisa flat- 
ironmonth. Avoid the “Spring rush” and order at once; the G-E 
Flatiron is astaple article, used the year round. Our warehouses 


maintain ample stocks which insure a minimum of delay and ex- 
pense for delivery. 


Start an active campaign in your city for the sale of heating 
devices. Commence with a G-E iron as the entering wedge. 


Our advertising service will be glad to co-operate with youin 
supplying the necessary literature and cuts for local advertising. 


5331 


GENERAL ELECTRIC COMPANY 


Largest Electrical Manufacturer in the World 
Sales Offices in all Large Cities 


* The Guarantee of 
Agencies Everywhere Excellence on 
Goods Electrical 


ey ee 
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of these units will justify at least an 
effort equal to that required to secure : 
residence customer. Even less_ effort 
should be required on the part of the 
salesmen to place one of these units than 
to obtain a residence customer. Further- 
more, the indirect result due to raising 
the standard of commercial lighting 
generally is one every central station de- 
sires. 

So far no 200 watt lamps have been 
used, although as soon as the field for 
300 watt lamps has been well covered 
this smaller size will be pushed. It is 
hoped that by that time there may be a 
reduction in the price of these lamps. 

The unit used with the 300 watt lamps 
may be equipped with any of three types 
of reflectors and with either clear or bowl- 
frosted lamps. This gives a unit which 
will satisfy all usual conditions. Where 
very low ceilings are encountered, this 
open unit will not prove satisfactory, and 
a unit similar to that used with the 750 
and 1000 watt lamps has been designed 
and adopted, but sells at a slightly greater 
price. 

The campaign did not get under way 
until October 15th and this, plus business 
conditions, did not permit of the results 
expected. However, by January Ist, 
337 units had been placed of which about 
one-third were trial installations and more 
than 90 per cent of these were retained. 

In order to determine the life of the 
300 watt lamps a record is kept showing 
the number of days each burned-out 
lamp has been in operation. This record 
to January Ist showed twenty burn-outs, 
of which 
burned 


1 
burned 2 
burned 4 days 

1 


= OS 


— %© 


burned 


3 burned 11 days 
2 burned 13 days 
1 burned 20 days 
] 


burned 28 days 
3 


6 burned 30 days or more 


The subjoined table shows the results 
to January Ist of the nitrogen lamps on 
the company’s lines: 


No. on Soy Hrs. Days 
Lamp Lines Increas Day Year 
in load 


337 55 $ 300 


TF 


300 watts 


~~” 
750 watts 484 350 } 300 
10060 watts 278 250 4 350 
1099 


The company’s experience so far with 
the nitrogen lamp has been very satis- 
factory. Its features that have proven 
of the most value are the quality of the 
light and the size of the units. It will 
replace a gas arc every time where it is 
desired to show true color values, and the 
larger sizes for outdoor display purposes 
offer a wide field of possibilities. Un- 
questionably the nitrogen lamp has come 
to stay and soon will be available in the 
smaller sizes. By directing its intro- 
duction, the central station is in a posi- 


Estimated 





tion not only to guard against loss in 
revenue, but to increase revenue and 
improve load factor by encouraging at 
this time the use of the larger units, there- 
by raising the standard of lighting 
generally so that when the smaller lamps 
appear the tendency will be for more 
light and not less wattage. 


kK. YOUNG, in the discussion which 

. followed, expressed his belief that 
the use of large units for store fronts, 
except the method of installing is very 
carefully considered, may result in stunt- 
ing or reducing the amount of sign and 
other more profitable and effective dis- 
play lighting. This point was not wholly 
agreed to, but it was shown that a vast 
field is open to the nitrogen lamps for out- 
door service which could not at this time 
be touched by the sign salesman or 
decorative lighting expert. The cost of 
soliciting this class of business is between 
$3.00 and $5.00 per kw. connected. 

The last paper of the day was on ‘“The 
Applications of Industrial Trucks,” by 
J.C. Matthieu, which also was illustrated 
by a number of interesting lantern slides. 
The abstract follows: 

For those who are not familiar with 
industrial trucks, a brief description may 
be proper. 

The platform varies in height from 
about ten inches up, depending upon the 
duty for which it is designed, which is 
usually different in each particular case. 
The truck is capable of carrying loads 
from one thousand to four thousand 
pounds, adapted to turning very sharp 
corners, having a speed range up to ten 
miles per hour. The control may be 
either single or double end; the driver 
stands upright on a small platform operat- 
ing the steering lever with his right hand 
and control with the left. Whenever 
the driver leaves the machine, the brake 
is automatically set as his weight is 
released from the platform. The bat- 
tery gives a radius of about twenty-five 
miles. 

The duty of the industrial truck is to 


Estimated 


KWH — Rat Per Per KW Total 
Year Cc. Lamp $ * 
360 5 $18.00 $60.00 $ 6,066.00 
900 114 40.50 54.00 19,602.00 
1400 3% 50.00 50.00 


13,900.00 


$39,568.00 


supplant the hand truck. There is also 
manufactured a traction type which as 
the name implies, is to draw one or more 
trucks or trailers about premises. 

The cost of handling material and 
merchandise per ton at terminals, ware- 
houses, and in and about factories is 
much greater per unit of distance than 
transportation by rail or water. There 
have been some methods introduced to 
lower the cost of manual trucking by 
means of electric cranes and elevators of 
various forms and the last of these to 
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come to our attention is the electric in- 
dustrial truck. The machines have al- 
ready proven their worth at our large 
railroad terminals and docks. We have 
seen them dodge in and out of the crowds 
with perfect ease and control and enor- 
mous savings have been made over the 
old method of hand trucks. It has been 
found that these machines can be operated 
to show economical operation over dis- 
tances as short as 200 feet. 

Getting back to the point where it 
should be of interest to us, how many of 
you who have to do with large factories 
have noticed the apparent lost motion 
in the trucking about the different plants? 





Type of G. V. combination crane and tractor 
industrial truck used at Bush Terminal, New 
York, to unload cars and handle freight on docks. 


You have often seen a man _ wheeling 
coal all day long to the boiler room; where 
was most of his time spent, in loading 
and unloading the coal, or wheeling it in? 
In a great many cases, don’t you think 
that a higher degree of efficiency might be 
attained by applying some means of 
motive power? 

I can recall one instance where the 
cost of handling coal to the boiler room 
was reduced $8.00 per day in labor and in 
another case that of a lumber company 
that moved with one truck over a dis- 
tance of 600 ft. and returning empty the 
same distance 150,000 board feet of rough 
lumber in standard lengths carrying an 
average of 1000 board feet to each load in 
a day. An automobile factory by the 
use of one of these trucks was able to 
dispense with the services of five men 
whose wages amounted to approximately 
$500.00 per head per annum. Not only 
were they able to reduce their expenses 
of this amount, but the electric industrial 
truck enabled them to deliver their goods 
at the various stations of their factory 
with a big saving of time. 

One of our large factories in Dayton 
installed six of these machines sixteen 
months ago and the results have been 
very gratifying and efficient. The aver- 
age distance traveled per truck per day 
is about 18 miles, their particular duty 
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being to haul scrap material and ‘off-fall 
and also hauling new material from the 
store room. The cost of maintenance 
per day has been practically nothing. 

The foregoing items are only a few of 
the instances that have come to my 
attention where great economies have 
heen made by the application of these 
trucks, and there are in large factories a 
number of similar cases where there seems 
to be an unnecessary waste of time. The 
very class of labor involved necessarily 
brings this about and I do not believe 
that there is any particular function 
which is so common to all large manu- 
facturing industries that seem to receive 
so little attention up to date as that of 
handling material. We must admit, 
however, that a great deal of time has 
heen devoted in the past to the routing 
of the same. 

In my humble judgment, the power 
engineers and salesmen are in a marked 
degree efficiency engineers in that it is 
their aim to apply electricity in the most 
efficient manner whether it be to the 
applications of motors or some other ap- 
pliances. 

You may say that the amount of 
current involved by the use of industrial 
trucks is too small to be worthy of much 
effort on the part of the central station 
organizations, but it may afford you 
another tool to satisfy your customer 
that electricity is the most efficient form 
of motive power available and the seed 
is thus sown. 

Data covering special cases has been 
purposely omitted because I do not want 
to tire you with a lot of statistics. How- 
ever, this information may be obtained 
at any time from your committee. 

The industrial truck has been with us 
for so short a time that it is up to us to 
find out just what can be expected from 
the same in the way of exercising econ- 
omy, and it is up to you to analyze the 
conditions. 


Denver’s Electric Vehicle Salon 


SoM THING of an innovation was 
J inaugurated by C. N. Stannard, 
secretary and commercial manager of the 
Denver Gas & Electric Light Company 
when he tendered the main floor show 
room for a week to the electric vehicle 


Sie +e 


Electric Vehicle Salon in the salesroom of the Denver Gas & Electric Light Company at which ten cars were sold. 


dealers to be used as a “Salon” of elec- 
tric passenger cars and trucks, storage 
batteries, charging equipment and ve- 
hicle accessories. 

The offer was made at the regular 
monthly meeting of the Denver section 
of the Electric Vehicle Association, and 
was unanimously accepted. The week 
of January 4th was selected, and the 
dealers and battery representatives com- 


municated with their factories, order- 
ing the 1915 models for this vehicle 
salon. 


Eleven cars were exhibited, and the 
end of the week found ten cars sold, 
covering eight passenger vehicles and 
two trucks, the Detroit Electric leading 
with five sales. The exhibitors of charg- 
ing apparatus were successful in placing 
five private garage rectifiers and some 
additional apparatus, such as spark 
battery rectifiers and electric tire vulcan- 
izers. 

The Denver vehicle salon developed 
many beneficial results other than sales. 
It brought about a cooperative feeling 
that will do much to advance the interests 
of the electric in that city. The inter- 
mingling of the various dealers had the 
effect of tempering competitive feeling, 
and it is very apparent that in the future 
the merits of each particular car will be 
advocated with a view to making an 
electric car sale rather than allowing a 
mention of supposed demerits in a com- 
petitor’s car to drive the  prospec- 
tive purchaser to abandon the electric 
idea. 

The company, following its usual 
custom, featured the salon to the extent 
of placing full-page advertisements in the 
New Year’s editions of the Denver papers 
and following up on succeeding days with 
additional advertisements attracting 
those interested in vehicles. Current, 
floor space and many other attentions 
were gratuitously furnished by the com- 
pany. The same rules in vogue at all the 
large automobile shows were the govern- 
ing rules of the electric vehicle salon. 
™ At the conclusion, the exhibitors were 
very profuse in their expression of appre- 
ciation for the opportunity given them, 
and requested that it be made an annual 
event, promising at the next exhibition 
the number of cars exhibited would be 
more than doubled. 
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CLAIMED that the New Alkaline ADAMS EXPRESS COMPANY 
Storage Battery would make the Elec. i 
tric Vehicle the cheapest means of Street 
Transportation, but I had only my private a= 
tests to satisfy me. Today thousands of Edison A — ae the 
Batteries in thousands of Trucks and Delivery 2S fe oh 
Wagons are making Operating Records that eel SUSROn AVS eee ne ee 


sdiiinianiasaeiiion nig 


Orange, N. J. 

are easily investigated by all. After the four 
“ : : Gentlemen:- 

or five years of hard service that many of 

these vehicles have had, 1s it possible to deny 


that my claim is proved? 
Thomas A. Fedison 


HERE IS ONE RECORD—A REPORT —ON 
22 FIVE-YE -OLD EDISON BATTERIES 1¢ twenty-two trucks at Indianapolis, equipped with 


on Batteries in(Qovember 1909)and averaging about 660 
COMPARE THESE 
EDISON FIGURES month, is as follows:- 
WITH THE COSTS a an = 
OF ANY OTHER a YEAR BATTERY MAINTENANCE CURRENT 
KNOWN METHOD : : H 
OF DELIVERY 














(Refilling, new solution, (Purchased 
watering, cleaning, all by meter) 
repairs, inspection, etc. 





Material Labor 


$3.47 $4.10 $10.05 
3.41 4.10 8.93 
3.41 9.90 
2.86 ° 8.17 
o31)\3.11 9.50 





erage total operating cost per battery per 
es for Lighting 
Country Houses, Ignition and Lighting o soline Cars, Yacht 
Lighting, Railway Train Lighting ar znaling, Telephone, 
Telegraph and Wireless and Hoigh-pr or yw-priced Passenger 


Electrics i ae which rettreag_the operat 


Edison Storage Battery Company apg a ala 


Orange, New Jersey Ts Yours very truly, 
. New York Chicago Boston Cleveland = Washington 4 
Distributors 1 sen Francisco Les Angeles Portiand. Oregon Seattle 


’ 
Superintendent 
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1 Central Station Power” 


tlow The Hartford Electric Light Company Stimulates Local Pride 
by Exhibiting the Products of its Power Customers 


SALESMAN with a pleasant per- 

sonality, and representing a legiti- 

mate concern, is almost always 
welcome. A collector, no matter what 
his personality or firm, is never welcome. 
Nine electric light companies out of every 
ten are represented chiefly by their 
monthly bills—that is, by collectors 
The service becomes second nature to 
the customer—it does not “represent” 
the company in his mind—it is taken for 
vranted, like air and water and sewers. 
There is always the deuce to pay when 
the service is interrupted, but no appre- 
ciation when it is perfect. What can 
the company do to overcome this condi- 
tion? 

It was to answer this question, as 
applied to power customers, that The 
Hartford Electric Light Company evolved 
the ‘Made in Hartford’? window exhibit 
idea. 

The idea, briefly, is to allow the power 
customers of the company to exhibit 
their products in the company’s show 
windows under the slogan, “Made in 
Hartford with Central Station Power,” 
and to advertise these exhibits so gener- 
ously and effectively that the customers 
will trace definite results and appreciate 
the company’s cooperative effort. 

In loaning the window, no strings are 
attached. The proposition is entirely 
free. We loan the window for one week 
and illuminate it until 11 o’clock every 
night. We also illuminate any sign that 
the customer may install. We advertise 


£ 
F 


The vacuum cleaner that ran continuously from 3 P. M. on January 2nd, to 2 P.M. January 9th. The 
glass section in the tubing demonstrated how the dirt is sucked into the machine. 


the window twice during the week in 
each of the papers, the first advertisement 
being fairly large and the other modest; 
in addition, a news story or write-up is 
furnished to the papers. Our only re- 
quest—it is not a condition—is that the 
exhibitor put in a little illuminated glass 
sign about 15 inches square reading, 
“Made in Hartford U.S. A. with Central 
Station Power.” 


The Maxim Silencer Company’s exhibit was particularly interesting and timely. 


The basic idea has been to do some- 
thing of definite value for the customer, 
but incidently we aimed to boost the 
city’s industries as a whole. Those who 
have offices away from the lines of 
traffic or upstairs where they have no 
show room, have found it especially 


valuable. 
That the scheme is accomplishing its 
plain. 


purpose is very We at first 





An amusing touch 


is the card advising the gift of a silencer for Christmas. 














suggested the idea to only a few of our 
customers, large and small, and they 
snapped at the chance. After a few 
weeks other customers took it up as soon 
as they saw it was a success. It now has 
been going two months, and at present 
we have engagements made for two 
months more. Whether it will continue 
beyond that will depend wholly upon 
whether other power customers wish it 
or not. 

We have endeavored not to confine 
the exhibits to the largest people and have 
left it open to any power consumer who 
uses our current for their manufacturies. 
The exhibitors so far have included a 
typewriter company, gun silencer com- 
pany, two  photo-engravers, electrical 
supply manufacturer, small tool drop 
forge manufacturer, valve maker, two 
newspapers, vacuum cleaner manufac- 
turer, dress manufacturer, chuck maker, 
gas marine engine maker, boiler-cleaner 
maker, speedometer maker, ball bearing 
manufacturer, screw-calk maker, oil-cup 
manufacturer, and a refrigerating ma- 
chine manufacturer. This list includes 
those who have already exhibited and 
those who have made engagements for 
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the future. Even those manufacturers 
who have not joined in the exhibit have 
heartily approved and thought it a very 
good thing, and only certain conditions 
in their business prevented their joining 
it. 

Enough interest has been shown by 
some of the companies to place demon- 
strators in the window and have moving 
exhibits, one of them operating a drop 
hammer, another one a typewriter. The 
vacuum cleaner man started his machine 
running Saturday, January 2nd, with a 
sign on it saying it would run without a 
stop until January 9th, 24 hours a day 
which it did. Also, we know that one of 
the photo-engravers picked up a $150 
order through his display window with- 
out any solicitation. There is to be a 
local automobile show here in a couple of 
weeks, and sufficient interest has de- 
veloped in our cooperative exhibit to 
create an extra demand for it that week, 
so that we expect to give up two windows 
to accommodate two customers who 
make automobile parts. 

The newspapers have been sufficiently 
interested to write up the exhibitor’s 
windows. We find that the people in the 
street have been watching it and remark- 
ing of it, and they frequently ask us who 
is goig to be there the following week. 
In fact’ the policeman on the beat is 
appointed by some of his patrons at the 
other end of the beat to visit our window 
and report to them what the display is 
in order that they may know whether to 
come down and look at it or not. And 
it is really surprising to note how the 
interest seems to continue among the 
people who pass the window every day. 
That, I take it, is the test of any good 
idea—its wearing quality. 

It has altogether been made a point 
to boost Hartford products, going “Made 
in America,” one better. ‘Made in 
Hartford, U. S. A. with Central Station 
Power,” is the slogan of the whole idea, 
the purpose being to push local industries 
and local articles, placing them before 
the people’s eyes and trying to suggest 
their buying home products rather than 
outside materials. We have no doubt 
but what after the next two months are 
up there will be others who will want to 
join in the affairs and continue it for a 
time, but whether they do or not the 
proposition has fulfilled its usefulness 
as a sign of cooperation on our part and 
a wish to help in every way we can. 


H. S. Wells, New Business Manager, 
Pacific Power & Light Co., Portland, 
Oregon: “I will say this, that every man, 
to my knowledge in the New Business 
end of our work reads Electrical Merchan- 
dise regularly.” 


Transcontinental Voice Highway 
Spoken communication between New 
York and San Francisco became an ac- 
complished fact January 25, 1915, and 
one dream of the telephone engineer was 
realized. Direct speech was carried be- 
tween two points 3,400 miles over wires 











that traverse mountains, valleys, deserts 
and lakes, a line whose erection involved 
the most difficult problems. 

It is worthy of note that this trans- 
continental voice highway has been com- 
pleted and given over to public service 
during the lifetime of Alexander Graham 
Bell, the inventor of the telephone, and 
it seems most fitting that he was the first 
man to talk over it to that other man, 
Thomas G. Watson, who, as Professor 
Bell’s assistant, heard the first words ever 
spoken into a telephone. 

An idea of the quantity of the line 
material used may be gained from the fact 
that there are four copper wires each 
3,400 miles long and of No. 8 B. W. G. 
gauge, producing a_ total weight of 
5,920,000 pounds or 2,960 tons. In the 
line itself there are 130,000 poles. 

The Western Electric Company sup- 
plied all of the line construction material 
and telephone apparatus used in con- 
junction with this transcontinental voice 
highway. 


J. Harry Piefer, Gen. Agt., Southern 
California Edison Co., Los Angeles, 
Cali.: “I have been a regular sub- 
scriber to your valuable magazine for 
some five years and enjoy reading it.” 


Meet to Discuss Industrial Electric 
Heating 
Through the initiative of Henry O. 
Loebell, heating expert associated with 
Henry L. Doherty & Company, a meeting 
of those interested in developing industrial 
electric heating business will be held on 
March 16th in Dayton. This is the day 
preceding the meeting of the Ohio new 
business committee and it is hoped that 
enough interest will be developed to in- 
sure a large attendance. 


Joseph F. Becker, Sales Manager, The 
United Electric Light & Power Co., New 
York City: “I have never yet taken up 
a copy of your publication without getting 
something out of it.” 


N. E. L. A. Convention Trains 


George W. Elliott, master of transpor- 
tation of the National Electric Light 
Association, has issued a bulletin briefly 
descriptive of four special tours to the 
next convention of the Association which 
will be held in San Francisco, June 7, 8, 9, 
10 and 11. Special trains will start from 
New York and Chicago. Three of the 
tours will be planned to include as much 
of the various scenic routes as is practi- 
‘able; the fourth will be a high speed 
train for the going trip only, to accommo- 
date those whose chief object is to get 
there. 

Owing to the congestion which is hound 
to occur both in transportation and hotel 
accommodation, the committee is asking 
sarly reservations. Full particulars as 
to routes and costs of tours will be ready 
February 15th and can be secured by 
addressing the master of transportation at 
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the Association headquarters, 29 Wes 
39th Street, New York. 


J. E. Tucker, V. P. & G. M., Greenwood 
Advertising Company, (Western), Lo- 
Angeles, Cal.: “I feel that there is no 
safer route than through our tried-ou! 
medium Electrical Merchandise for in- 
creasing our sales.” 


Minneapolis Gains 5500 Customers 

Reports from Minneapolis show that 
the Minneapolis General Electric Com- 
pany gained 5509 customers in 1914, as 
against 4817 in 1913. These figures are 
net. The kilowatthour output for 1914 
was about double the output in 1911. 


WE CAN HELP 


YOU TO SELL AND INSTALL 


STREET LIGHTS 


We offer you the 
benefit of our exper- 
ience in the prelim- 
inary work of secur- 
ing White Way 
installations. We 
can save you time 
and expense. We 
can insure you an 
installation that 
will have noregrets. 





Ornamental 
Lighting 
Poles 


are designed to add 
beauty to your 
streets, but they do 
far more. They 
help make your 
town prosperous by 
attracting business. 


This particular 
design of pole is for 
the high efficiency 
Type ‘“C” Mazda 
Lamp. 


Let us tell you 
more about our 
product and ser- 
vice. 
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Selling Fresh Air 


A Sales Opportunity That Has Been 
Widely Neglected 


| NEW central station men realize the ex- 
tent of the market for ventilating sets. 
‘To the average new business manager or 
representative, mechanical ventilation is 
exclusively for factories, restaurant 
kitchens and places where odors and 
fumes gather rapidly and refuse to be 
eliminated by the opening of windows. 
That there are over twenty distinct kinds 
of establishments, other than factories, 
in which a motor driven fan or blower 
can and should be used, is a fact that has 
successfully escaped general notice. 

About half the time lost in the com- 
mercial world can be traced to poor 
ventilation—too much air or too little, 
with consequent stagnation or draughts. 
Colds, chills, sniffing, headaches, indiges- 
tion and a dozen other common ills that 
keep people away from their jobs or im- 
pair their efficiency can generally be set 
down to faulty ventilation. And practi- 
cally all ventilation secured by opening 
a window periodically, is faulty. The 
occupants of the room allow the vents to 
remain closed until the stagnant air 
becomes unbearable; then somebody 
opens a window, the temperature drops 
twenty degrees in as many seconds, and 
that night the rock-and-rye and the 
mustard foot-bath are requisitioned by 
all but the most hardy. 

With electric ventilating outfits, this 
condition is impossible. The change of 
air can be predetermined and maintained 
uniformly. The purity, temperature and 
movement of the air is established at the 
point of maximum comfort and health- 
fulness and it remains at that point 
throughout the working day. 

To attempt to list the prospective sales 
opportunities for ventilating outfits would 
be to catalog practically every building 
in town but residences—and there would 
be a good many even of those. First 
come the buildings and rooms where large 
numbers of people gather or work. 





Combination ventilating and heating unit. Outside 
air is brought in and forced through the radiators 
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Offices, stores, hotels, assembly halls, 
theatres large and small, restaurants, 
public buildings, club houses and all simi- 
lar establishments require pure air and 
must be free from draughts. Electric 
ventilation for such service means about 
one and one-half watts per occupant; 
that is to say, each person requires about 
from 30 to 50 cubic feet of air per minute. 
This is not business to be overlooked. 
While individual units are small, the 
aggregate opportunity is tremendous, the 
hours of use are long and only a compara- 
tively small amount of the load crosses 
the peak. 

As a rule, in places where change of air 
is absolutely imperative, the proprietors 
realize their need and the business comes 
in voluntarily. Bakeries, laundries, clean- 
ing and dyeing establishments, paint 
shops, laboratories, restaurant and hotel 
kitchens, public lavatories, engine and 
boiler rooms, and all places where foul 
air, heat and gases prevail, fall under this 
head. Even among these, however, will 
be found many of the put-it-off awhile 
sort who require the stimulus of solicita- 
tion before investing in what they know 
is needful to health and comfort. 

A canvass of the field for motor-driven 
ventilating outfits will reveal, in almost 
any city, a good field for profitable effort. 
The amount of technical knowledge 
necessary to solicit and handle the busi- 
ness is slight and the cooperation offered 
by manufacturers of the apparatus is 
both practical and generous. To the 
salesman-in-a-rut, this should look like 
a real opportunity to sell merchandise on 
which the profit is attractive and the 
current consumption considerably better 
than most appliances can show. 


Where the Profits May Go 


Some of the “leaks” in a retail store 
which, though individually small, may 
amount to considerable loss in the aggre- 

‘ x . 
gate, are enumerated by H. F. Frasse, of 
the Brooklyn Edison Company: 


Being out of standard goods. 

Allowing customers to ask to be served. 

Saying ““Well?” to a customer instead 
of greeting him cordially. 

Continuing to talk to clerks instead of 
ascertaining customer’s wants. 

Talking politics and ventilating one’s 
own opinions regardless of those of 
customers. 

Making promises to have goods on a 
specified date and failing to do so. 

Keeping antiquated stock on shelves, 
instead of placing it on a special offer 
counter. 

Trying to force deteriorated stock on 
customers. 

Burning gas when electricity is a better 
servant and does not vitiate the air. 

Operating machines by hand or foot 
when an electric motor does quicker 
work. 

Employing cheap help. 

Neglecting to keep constant inventory. 

Failing to advertise. 






Prizes for Fan Window Displays 


IX prizes, aggregating $100, are 
offered by the Western Electric Com- 
pany for window displays of fans; pictures 
of the displays to be submitted before 
September Ist and prizes to be awarded 
by a jury of trade paper men. 
The basis of the contesting displays is 
a background and cut-out representing 
an ocean shore upon which the surf is 
rolling in, with the title “A Cool Wave Is 
Here.” This foundation is supplied by 





Window background to be used in Western Electric 
prize contest. 


the Western Electric Company: the fans 
employed must be taken from stock. 

The following conditions of the contest 
are announced: 

1. The foreground of the window dis- 
play must be originated and dressed by a 
member of the firm or by an employee. 

2. The window must contain as its 
basis a fan display, the fan or fans enter- 
ing into the display to be taken from 
stock. (The size of the display is not the 
deciding factor.) 

3. Window displays are to be judged 
by their probable ability to attract genu- 
ine interest to electric fans. Freak dis- 
plays will not be entitled to consideration 
unless they have a strong value outside 
of their freakishness—a strong interest- 
creating value. 

4. No electrical dealer shall receive 
any help whatever from the Western 
Electric Company’s representative in the 
planning or execution of the display. 

5. The display is to remain in the show 
window not less than one week. 

6. Every contestant must procure a 
photograph (at least 5 inches by 7 inches) 
of his window at his own expense, and 
mail a print to us, this print to remain the 
property of the company, whether or not 
the window is a winner. The negative is 
to be sent to us if we ask for it. The 
photograph must show the display as it is 
for the entire week. 

7. Photographs must be in our hands 
by September 1, 1915. Awards will be 
made as soon thereafter as practicable. 


George J. Beattie, “The Electric 
Shop,”” Toronto, Canada.: ‘Electrical 
Merchandise certainly has been a mighty 
valuable help. Therefore [I am_ truly 
grateful.” 
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NATIONAL ELECTRICAL 
CELEBRATION 


The idea of a nation-wide celebration 
to center popular attention upon electric 
service, is receiving publicity within the 
trade and should have the endorsement 
and cooperation of every interest. 

To be successful in any true sense, 
such a festival naturally must appear to 
be free from selfish commercialism, and 
must commemorate some definite achieve- 
ment or celebrate a date notable in the 
world’s history as well as in the history 
of the industry. 

There is no lack of precedent for such 
an event, although most comparable 
celebrations (to stretch the meaning of 
the word somewhat) usually have been 
entirely commercial. Edison Day is the 
latest example, the lessons of which can 
well be studied to advantage. Hotpoint 
Day also taught us something of the 
practical possibilities and dangers  in- 
volved. In another industry, Clean Up 
Day which a famous paint manufacturing 
concern inaugurated for profit alone has 
become a wonderful force in civic better- 
ment, simply because its selfish purpose 
did not obtrude. 

If the electrical industry is to have a 
wholly successful and worthy celebration, 
great care must be exercised in three 
directions:—The selection of the date, the 
enlistment of every interest, and placing 
the management of the nation-wide cam- 
paign in competent hands. 

The suggestion sent out by the general 
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manager of the Society for Electrical 
Development offers two grounds for 
criticism: that the proposed event should 
last a week and that it occur in the 
autumn. It takes a strong incentive and 
tremendous vitality to maintain any 
celebration through the space of six days. 
And the choosing of an autumn date con- 
fronts the practical objection that it 
occurs at the time when the electrical 
business is on a natural increase, when 
everybody is very busy, and when stimu- 
These 


are, however, matters which discussion 


lation is, if ever, unnecessary. 


and mature judgment will determine. 
The essential fact is that the celebration 
has been definitely proposed and that the 
Society, as the proponent, commits  it- 
self to “putting across” the biggest, the 
most difficult and most important co- 
operative popular work so far attempted. 


SEPARATE THE RECORDS 


It is to the very great interest of the 
electrical vehicle business—which means 
also, the central stations which supply 
current for battery charging— that sepa- 
rate official records be kept of electric and 
gasoline cars, and local pressure should 
be exerted in this direction. 

In the matter of accidents, it is well 
known by electrical men that the motor 
driven car is safer and participates in 
fewer accidents than its gaseous mate, 
yet nothing official can be quoted for the 
simple reason that the records make no 
distinction. Various other statistics valu- 
able in developing electric vehicle busi- 
ness are similarly unavailable. 

Several sections of the E. V. A. are 
endeavoring to procure the keeping by 
municipalities and states of separate 
records, and in this move any personal or 
corporate influence which can be exerted 
will be employed in a beneficial direction. 


OPPORTUNITIES FOR 
SPECIALISTS 


Several departments of central station 
sales are calling for the services of special- 
ists different in training and viewpoint 
from any now in the field. 

Industrial electric heating, for example, 
requires the services of heating, not elec- 
trical experts. The questions involved 
are different from any with which the 
average well-read central station man has 
definite acquaintance. The _ technical 
electrical problems are comparatively 
sasy to solve—or fail at solving, as the 
case may be—but the technical heating 
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problems require a kind and amount of 
knowledge and experience both uncom- 
mon and difficult to attain. 

Industrial and commercial motor truck- 
ing is another branch that requires attack 
from a_ special viewpoint. Here the 
problem is less one of batteries, motors 
and control than of traffic, ton-miles and 
gradients. 

Even electric cooking opens an oppor- 
tunity as yet unseized. It is pretty well 
conceded that cooking cannot be eco- 
nomically accomplished by wood stove 
methods on an electric range. 

These three departments of the service 
are just revealing their possibilities. 
Data and experience are lacking. There 
are opportunities here for ambitious men 
and women—of the sort not content for- 
ever to be known as “representative,” 
but willing to work, study and strive for 
the title of “specialist.” 


“MY” DEPARTMENT 


Interdepartment friction is one of the 
biggest inefficiency factors in business. 

It is natural for a man to look jealously 
upon his own work and to resent inter- 
ference or hampering from outsiders, for 
nobody can accomplish anything if his 
routine is constantly being jostled or side- 
tracked—a_ certain fixity of method 
and means is essential. 

Yet there is another side. A group of 
clearly defined departments, each com- 
manded by a head approximately equal in 
authority with other department heads, 
too frequently wastes energy in friction 
instead of in work. The department 
managers work, even fight, not for the 
company but for “my” department. 

For example, the sales department may 
want certain merchandise in a hurry, and 
in its anxiety for action-at-any-price it 
neglects the standard requisition or “goes 
over the head” of the purchasing depart- 
ment. Or the book-keeping department 
becomes exasperated with a delinquent 
customer and cuts him off regardless of 
the fact that the sales department may be 
nursing this customer along for political 
reasons. In both cases, the lack of ap- 
preciation of the other man’s work and 
loyalty to a department instead of 
to the whole business, work havoc and 
waste. 

The basic difference between an execu- 
tive and a sub-manager lies in breadth 
of view. The wide-visioned general 
manager thinks of “our” company: the 
narrow-visioned department head thinks 


of ‘“‘my” department. 
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The Superior Quality of LACO 


Lamps is proven by 


The excellent reputation they have with con- 
stant users. 


Certified laboratory reports showing initial ra- 
tings and useful life are more than Government 
regulations require. 


If not using LACO lamps why not send a trial order so that 
you, too, will become a LACO BOOSTER. 


Immediate deliveries all sizes and styles of regular and gas- 
_ filled lamps. 


LACO-PHILIPS COMPANY 


131 Hudson Street, New York 
LACO LAMPS LAST LONGEST 
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How Sedalia Sold Baby Bonds 


Actual F.xperience in Publicising and Popularizing Small Denomination 


HEN the war broke out and 

Wall Street was unable or un- 

willing to produce the cash 
necessary for extensions in the City 
Light & Traction Company of Sedalia, 
Mo., Harry D. Frueauff, the company 
manager, decided to hunt for local 
capital—to put the “Buy a Baby Bond” 
idea into actual practice. Here is the 
story, and the pictures tell as much as 
the words: 


“T have thought for some time that all 
utilities should have more local investors, 
both from the standpoint of the added 
finances and the boosters that it will give 
us. 

“Last year we did considerable new 
work here, depending on New York for 
the excess over our earnings, but every- 
one is conversant with the financial con- 
ditions of the last half of 1914, and all 
know that it was rather difficult to get 
the capital into business. We had, of 
course, our interest payments as well as 
our preferred stock dividend coming and 
as a considerable part or our earnings had 
been re-invested in our property, we 
thought that we would make an effort to 
get local capital. 

“This is not an especially rich popu- 
lation; there are lots of the fairly well-to- 
do, but no millionaires, so it occurred to 
me that we might be able to get some of 
them in in a small way through an issue 
of $100 notes. 

“We first secured four or five articles 
from the different journals on the value 
of public utility investment, which we 
had the papers run as regular reading 
articles. Then we prepared a series of 


Securities in a Small Community 








Why be Satisfied With Less When 
Your Earnings Should Command 
6 Per Cent With Equal Safety? 


The prudent investor asks for Safety, then he 
looks to Income. 


U'nquestioned safety of principal and a liberal in- 
come are combined in 


City Light and Traction Company 


Sedalia, Mo. 


SECURED ONE YEAR COUPON GOLD NOTES 


Denomination $100 
Interest payable quarterly 
Yearly earnings in excess of combined principal 
and interest of present note issue. 


First Mortgage Bonds of Crry Licire « Trac- 
rion Company pledged as collateral in 
ratio of two to one of the notes. 


Let us send you a descriptive circular. 


CITY LIGHT & TRACTION COMPANY 


HARRY D. FRUEAUFF, Treas. and Gen. Mer. 


Newspaper appeal to selfish interest. 
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One Thing That Recommends Public 
Utility Issues, ale 


MUBLIC UTILITY SECURITIES! 
SOUNDEST TO BUY 


In Critical Pe ods. 
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EARNINGS KEPT AT HOME 


City Light and Traction Cc, Disbure 
ing Quarterly Interest Paymems. 











Some time ago, October Ist, to be 
exact, the City Light. and Traction 
company put out locally some one 
‘ear 6 per cent notes, interest pay- 
able quarterly. The first quarterly 
interest was due January 1 and the 
company has been disbursing its pay- 
ments. Quite a number of Scdalians 
have been getting their $1.50 for the 
ise of $100 for three months, 

The public utiliths are verv 
| ary in the building of ~ 














Regular news articles were printed in Sedalia papers 


at the suggestion of the lighting company. Your 
newspaper will gladly print such articles if you make 
the suggestion tactfully and assist in finding the 
right kind of material to print. 





newspaper advertisements and followed 
these with a prospectus, mailed to a 
selected list in the town. We also had 
bill stickers printed so that every cus- 
tomer had copies of them, and ads pasted 
in our windows and on the glass partition 
beside the cashier’s window. I believe 
that through this advertising everybody 
in town knew about the proposition and 
we had many inquiries about the prospec- 
tus, which led to quite a few sales of the 
notes. 

“The main point we had and still have 
to work against, is that everybody in this 
community is educated to prefer real 
estate loans. They have had no other 
kind of investment offered them and they 
know of no other kind, so that the educa- 
tional element of our exploitation will be 
of permanent value to us. 

“One thing that handicapped us a 
little was the attitude of the local bankers. 
What work we have done in placing the 
notes has been in opposition to practically 
all of the banks in town and in opposition 
to two or three quite prominent real 
estate loan concerns. Their opposition 
arises from two causes:—one is that they 
figure their business depends on real 
estate loans and that public utility in- 
vestment might in the long run divert 
money from the channels into which it is 
now coming; the other is that they are 
making a profit on the loan they are plac- 
ing and not on ours. 

“We are quite sure that the national 
publicity that Electrical Merchandise is 
giving this question as well as more of 
the constructive articles such as we have 
published in our local press, will do much 
to educate the people from real estate 





Encourage Local Enterprise-- 
Share In Their Prosperity 


We want the citizens of Sedalia who are sof « 
ervice to share in our prosperity. You are ft ir w 
our activities; we want to present our Investment oppor 
tunities to you. 

Capital may readily command 6 per cent, and 


can secure that income on your sav 
safety of principal. 


ngs with unquestioned 


We would rather sell our securities to local 
than to a de capital, and the success cf s pohey 
wi i} m nore attractive opportunities for protit 
estment ag you. 

We offer 


Secured One Year Gold Notes 


Denomination $100 
Interest payable quarterly 


lirst mortgage Bonds of the Company are pledged a 
security to this note issue in the ratio of two bor p 
value) for each of the present outstanding 1 
note-holder is also the holder of the collateral until the note 
themselves are pa d at maturit 
y earnings of the Company are in excess 
of the combined principal and interest of the pres- 
ent, note issue after all interest charges have been 
met. 


Let us send you a dese ptive circ ular. 


CITY LIGHT & TRACTION CO. 


HARRY D. FRUEAUFF, Treas. and Gen. Mgr, 
Newspaper appeal to civic pride. 
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loans to public utility notes and bonds. 
The banks and real estate men have a 
scheme whereby they take a mortgage 
on a certain farm for a large sum, say 
$2500.00, and then divide it up into five 
or ten smaller notes so that people here 
locally have been able to invest $100, $250 
or $500 in a first mortgage drawing six 
per cent. It is at this business that we 
are aiming. 

“T believe that if the men higher up in 
railroad circles as well as gas and electric 
companies could be interested in this 
movement and get a few railroad securi- 
ties put out on this same “baby bond” 
basis that it would help us to market 
ours. The Society for Electrical Develop- 
ment should take this matter up, giving 
it publicity, and other trade journals 
should follow in your foot-steps and give 
added momentum. 

“This field offers wonderful opportuni- 
ties. We know because we have sold 
our securities locally in the form of these 
small notes. It has been hard work, but 
it can be done and should be done more 
generally. Had this thing been done 
five or ten years ago, especially in rail- 
road securities, there would not now be a 
cry against the railroads nor would they 
be in the condition they now are.” 


Breeding Power of Money 


Benjamin Franklin said of the prolific 
nature of money: 

“Money can beget money, and its off- 
spring can beget more. He that kills a 
breeding sow destroys all her offspring to 
the thousandth generation. He that 
murders a crown destroys all that it 
might have produced; even scores of 
pounds.” 

Now comes a savings bank man who 
isn’t afraid to advertise his business to 
offer a concrete illustration of Franklin’s 
theory: 

“Almost anybody can save a small 
fortune in twenty years by depositing in 
the bank $5 weekly. Five dollars a week 
is only $260 a year, yet at compound 
interest it amounts to $8,070 in twenty 
years. * * * Thus one who has deposited 
systematically that amount can at the 
end of the period draw out $6 a week and 
still leave to his family all the money he 
originally saved and half as much more.” 

“Figure it for yourself,” says John M. 
Oskison in the Chicago News: “Saving 
$260 a year for twenty years means that 
the depositor has actually put into the 
bank $5,200. Compound interest will 
add $2,870 to the principal sum, and if 
the bank pays as much as 4 per cent the 
depositor can then draw out $6 a week 
and actually leave a little interest to be 
added to the small fortune he is accumu- 
lating for his family. 

“So much you can do by turning over 
the whole job of breeding your money to 
the savings bank experts. If you had 
their knowledge of how to handle money 
the results at the end of twenty years 
of saving and investing $5 a week would 
be more impressive still. 








“IT suggest, if you are interested in find- 
ing out what knowledge of investments 
may bring in the way of added income, 
that you figure out patiently the result of 
saving $5 a week and investing all sums 
accumulated from the weekly savings and 
from interest every six months so as to 
bring 6 per cent income. Carry your 
calculation out to the end of the twentieth 
vear and 

“Then make the same calculation at a 
rate of 4 per cent. The difference in re- 
sults will represent approximately the 
price you pay for turning over to some one 
else the business of making your dollars 
breed.”’ 


Earnings Increase during War 

N the New York Times’ annual finan- 

cial issue, there was published a chart 
showing the effect of the war upon 45 
public utility companies—mostly elec- 
tric. A year ago, during the months of 
August and September, the net earnings 
of these companies increased from 
$2,000,000 to about $2,500,000. During 
the months prior to the war, the earnings 
about held their own, rising considerably 
through last winter and falling off again 
during the spring and early summer as is 
usual in this business. Then, during 
August and September, 1914, they started 
up again, in the face of losses in every 
other industry, rising from $2,300,000 to 
$2,700,000. 

Figures like these mean only one 
thing—that the influences which para- 
lyze other business do not appreciably 
affect ours. We suffer grievously from 
lack of ready capital with which to grow 
and expand. We find our activities 
curtailed, hampered, interfered with at 
every turn by the market conditions. 
But our net profits continue. It is net 
profits which spell safety to the investor. 


What Is a Bond? 
BOND isa fractional part of a mort- 


gage. 

When bonds are to be issued, a mort- 
gage is taken out upon certain tangible 
property—real estate, power plant, 
transmission lines, or other good and 
valuable assets which cost money to 
provide and which have a solid value. 
The mortgage is deposited with a fiscal 
agent which agent issues bonds to the 
amount of the mortgage, these bonds 
being simply, as one financial authority 
states, “the mortgage split up into small 
units.” 

In the old days, the units were $1000 
bonds and nobody who did not have at 
least that amount of cash was expected 
to become an investor. Later it was 
found convenient, even when dealing 
with people of means, to have a smaller 
denomination, and so the $500 bond 
became common. Finally, someone 
wiser and bolder than the rest, proposed 
and actually made $100 units—or “baby 
bonds,” as they were called. 

The baby bond is just as safe as the 
$1000 bond. It is simply a smaller unit. 
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Kew people realize that national bank 
currency is really fractional bonds. The 
banks deposit United States bonds, 
“or other securities’ against which the 
Government allows them to issue (and 
guarantees) the ten-dollar bills. This 
is simply a matter of convenience. The 
bills serve as a convenient and simple 
medium of exchange, whereas it would be 
wholly impracticable to be constantly 
exchanging the original bonds. Yet 
they are nothing more than a form of 
“baby bond”’—a very small fraction of 
a mortgage upon the United States 
Government. 


Banks’ Attitude toward Utilities 

The first question an amateur investor 
asks is, “If this security is so good, why 
do not the bankers take them all?” 

The records show that during the 
period between 1911 and 1913, the hold- 
ings of public utility securities by national 
banks have increased 31 per cent, while 
railroad holdings have decreased and 
municipal holdings have increased only 
3 per cent. This is significant and con- 
clusive. Maximum income and maxi- 
mum safety are combined in utility bonds 
and shares. That is why the national 
banks are so rapidly increasing their hold- 
ings. 


Mantel Type Radiators 

A complete line of luminous radiators 
for use in the mantel place is being 
marketed by the Westinghouse Electric 
and Manufacturing Company. These 
radiators range in size from 151% by 18 
inches to 30 by 30 inches, several artistic 
designs being available in each size. 
The radiators use from two to four lumi- 
nous heating units each, each heating 
unit requiring 250 watts. 

Each radiator consists of a handsomely 
finished ornamental front with polished 
copper reflector and two, three or four 
heating units which are readily removable. 
They are furnished in polished brass, 
antique brass, oxidized copper, or prac- 
tically any electroplating finish desired. 
Bathroom radiators are finished only in 
polished nickel. 


Frank Watts Joins Hart 
Frank E. Watts, past Jupiter of the 
Jovian Order, and for a time associated 
with the Electrical World, has become 
New York City manager for the Hart 
Manufacturing Company of Hartford. 








Simplex New York Store Abandoned 

Roger Williams, agent for the Simplex 
Electric Heating Company in New York 
City, has given up his street-level store 
on West 42nd Street and will occupy 
quarters on the third floor of the Cuyler 
Building, 120 West 32nd Street. 


The customer that you help to help him- 
self is going to remember you; the better 
his results the greater his enthusiasm and 
the stronger his friendly feeling for you and 
the company. 
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Making of a New F 


usiness Man 


A Series of Practical Talks to the Fellow Who Hopes to Rise in Central Station Commercial Work 


NUMBER ONE: 


HY is a salesman? 
Nobody really knows, any 
more than they know why one 
man has brains where another is equipped 
with solid ivory. 

But just as a certain amount of sense 
can be beaten into what the French call 
la tete @ivorie so can the fundamentals 
of salesmanship be drilled into the man 
who naturally lacks the gift. 

Get this quick:—Inborn aptitude is not 
essential to success. I know this from 
personal experience. The chiefest essen- 
tial is courage. My recipe for success is: 
Take your beatings; go off in a corner and 
cry by yourself; then come back for more. 
Don’t blubber in public. Don’t feel 
sorry for yourself. Don’t excuse your- 
self to yourself for your faults and failings. 
Don’t blame anybody else or anything 
else. If you win it is because you deserve 
to win. If you fail, it is because you 
deserve to fail. Don’t pass the buck— 
it can’t be done. 

Behind the successful salesman are 
these things: A thorough knowledge of 
his goods; facility in expression; an agree- 
able or at least a presentable personality; 
plain, everyday courage. These factors 
‘an be subdivided and analyzed. In the 
following paragraphs I am going to try 
to slip you a few hints. 

The first hint has to do with habits— 
mental and physical. 


AM not a preacher. I do not like 

goody-goody people. But this fact 
the young man in business must realize: 
that the highest compliment a man or a 
woman can pay one is to say, “He’s a 
clean chap.” 

Cleanliness is a matter of something 
more than soap and water. I’ve seen 
some mighty foul specimens in the 
Turkish bath, and the cleanest man I 
ever met had not had his sweat-drenched 
clothes off for five days. It isn’t a matter 
of bath-brush, tooth paste and nail file— 
though these are indispensable, in fact, 
are inevitable to the man who is funda- 
mentally clean. The basis of the sort of 
cleanliness folk mean when they say, 
‘“He’s a clean chap,” is the condition of 
the attic furniture. 

Right at the start I want to be under- 
stood as talking business. What I say 
has to do with business success. A man’s 
habits or morals are nothing to me except 
as they affect his money-making ability, 
his chances of getting ahead in the world. 
I do not presume to say that booze, 
tobacco, leg shows, drug habits, smutty 
stories, idleness, thievery or untruth are 
“wrong.” But Ido say with considerable 
emphasis that these things have a tenden- 


ON HABITS, HABILIMENTS AND MENTAL ATTITUD! 


By Bensamin F. Hammond 


cy to hold a man back, to slow him up, to 
impair his efficiency, and to raise doubts 
of his ability in the minds of other men. 
That being the case, cut these things out. 
A bad habit in a man is like a soft tire on 
an auto: you may be able to go along all 
right with it and nobody may notice it, 
but you won’t get the mileage nor the 
speed, no, nor the personal comfort, that 
you would get if everything were normal. 

Look up that word “normal” in the 
dictionary and you'll have a complete 
code of ethics, good enough for anyone 
except the crank. For whatever is 
normal is right, and what isn’t isn’t. 
Normal appetites are temperate appetites. 
Normal health is good health. Normal 
ambition backed by normal industry, 
will carry a man farther in a lifetime than 
any amount of cleverness. Yet the most 
abnormal thing in all the world is a wholly 
normal man. It’s a distinction worth 
striving for. 

That'll be about all on this subject of 
habits. If you don’t get my basic idea, 
a thousand pages of small type would not 
open your mind. If you do get it, I have 
said enough. 





LOSE to habits of mind and manner, 
come habits of dress. ““That’s no- 
body’s business,” you say. But wait 

A salesman’s job amounts to this: He 
must induce people who are social 
strangers to him, to exchange their money 
for his employer's goods. 

When I say “social stranger’ I mean 
one upon whom we have no personal, 
family or fraternal hold. I do not con- 
cede a man to be a salesman who depends 
upon his family, friends, church, college, 
club, fraternal organization, nationality 
or race for the orders he gets. Not but 
what these connections are useful and 
should be used; the point is that they 
should not be depended upon but in- 
stead, should be taken advantage of. 
Nor do I mean that acquaintance and so- 
called business friendships are to be over- 
looked. What I am getting at is, that a 
true salesman must be able to meet any- 
one, white, black or yellow, and win the 
confidence of all and effect an exchange of 
his commodity for their coin. 

If you will grant that this is a fair state- 
ment, then right away you must admit 
something else:—that a salesman should 
act, dress and be as his customers would 


have him be, and not as he personally 
might prefer to be. 

Does that gag you? Look at it from 
this angle: Let us say that you are 
partial to orange-colored neckties and 
that the majority of your customers are 
micks who hail from the north of Ireland. 
(This is not a slam at the Irish.) Ob- 
viously you would curb your preference 
for the gamboge haberdashery, at least 
on the second day after the Ides of March. 
And the reason you would douse the 
orange neckwear would not be the fear 
of personal violence, though that might 
be excusable, but simply out of regard for 
the prejudice and preference of the men 
whose money it is your business to ac- 
quire. 

That, in a small nutshell, is the sum 
total of all the advice anyone could give 
you about your personal appearance, 
habits and speech. Present the “front” 
that will least offend the majority of your 
customers. Soiled linen, a two-day 
beard, dusty boots, profanity, knocking 
a competitor, gaudy clothes, familiarity, 
whiskey breath, arrogance, unkept finger 
nails, flashy jewelry, cigarettes, a loud 
voice, and soup stains on your vest are 
each more or less offensive to certain 
people. Some may like ’em, you may 
like ’em yourself, but you should act, 
dress and be as the majority of your 
customers would have you be—or as near 
it as you can contrive—and not as you 
might personally prefer to be. It’s a 
matter of business, nothing more nor less. 
Let us turn the page. It’s not easy to 
speak of personal matters like these 
nor is it easy to be spoken to about them. 
Probably the suggestions don’t apply to 
you personally, only—-give yourself the 
once over. 


M°" young men look at their jobs 
as a necessary evil. They need 


that so-much-per on Saturday night, and 
the only way to be real sure of it is to 
snuggle up to a payroll. 

Charles Austin Bates, the famous ad- 
vertising man of a generation ago, told a 
story of a typical salesman: This sales- 
man worked in a wallpaper store, and one 
day a customer asked him how wall- 
paper is made. “By machinery,” was 
the reply. 

There are a good many of that sort 
holding down eight-dollar-a-week jobs. 
The girls call ’em counter-jumpers. The 
boss calls ’em “‘Say-you,” or “Omygawd! 
Donchunobetternthat?” 

The measure of a man is his mastery 
of his job. There’s another word to 
stick a pin through—-mastery. Know 
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your job from a to izzard. Make habits 
of the details so that you perform them 
unconsciously and unerringly. Learn not 
only what to do but why you do it—then, 
why you do it the way you do—then, 
whether there is not a better or quicker 
way. No man ever won promotion to a 
bigger job who had not mastered the 
lesser. 

Mastery of a job is the result of eternal 
inquisitiveness. Why?—why?—why? 
is the everlasting question of the successful 
man. Why do people stop to look at this 
window trim? Why did they not stop 
to look at last week’s? Why does not 
the water get through this bearing of the 
washing-machine? Why is this suction 
_ cleaner better than that? Why did the 
boss buy this line of heating appliances? 
Why did they print this kind of an ad? 
Why does the stock look unkempt? Why 
does Jones sell more goods than Smith? 
Why do I get mad at some kinds of 
customers and serve them sullenly when 
I seem willing to go to any amount of 
trouble for others? Why can’t I sell 
$50 vacuum cleaners as easy as $30 
machines? Why does a motor mote? 

a heater heat? Why am I on the pay- 
roll? Why?—why?—why? 

But it is not enough to question: you 
must find the true answer. And that’s 
where so many fail or—quit. So many 


have not the courage to find the true 


answer. 
the 


They accept the easy answer, 
answer that flatters themselves. 


They have not the gumption to look 
themselves mentally in the eye and admit 
a weakness: they excuse themselves, gloss 
over their mistakes, blame others for 
their errors. They lack the bottom and 
sand and will power to come right out 
and say to themselves, ‘I am considerable 
of a fool and weakling. I don’t try to do 
my best. If I had spent last evening 
vivisecting that washer instead of lapping 
up beer, I should know all about it today 
and would not have been stumped and 
lost a sale because of plain ignorance of 
my goods. I have a date to play poker 
with the gang tonight but I am going to 
cut it out and study up on heating ele- 
ments and resistance materials so I will 
be hep to this nichrome wire and similar 
junk. Iam, in very truth, a lobster and 
a yap, but at least I have human in- 
telligence, and I propose to employ some 
part of the same in getting wise to my 
job.” 

Did you ever talk to yourself like that? 

and then keep your promise to your- 
self?—not just that day, but for a month? 
No, you kept at it for two days, or a week 
at the outside. Then you quit, and 
drifted back into the old rut. 

How do I know? Because I’ve done 
it all myself. And—let me whisper it— 
so has your boss; so have even the big men 
you admire and look up to. They’ve 
all been through it—the alternate resolves 
and bhacksliding. But the big fellows 
kept on trying, kept on learning, kept on 
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facing the stern problems of business 
success. And gradually, gradually, they 
forged ahead, just a little at a time, and 
with plenty of discouragement, and 
against the same jealousies and competi- 
tion you are meeting. But they gradual- 
ly forged ahead, a little at a time, until 
their fibre got tough in the fight and their 
will strong and their courage adamant. 
Folk say they are lucky. They'll say 
that about you some day. 


Chas. A. Mixer, Engineer, Rumford 
Falls Light & Water Company, Rumford, 
Maine: “It is my command that you 
renew my subscription to Electrical Mer- 
chandise every year until you are in- 
structed by me to do otherwise.” 


W. M. Dyatt. New Business Manager, 
The Harwood Electric Company, Hazel- 
ton, Pa.: “Lam an admirer of Electrical 
Merchandise and like your methods.” 


For effective salesmanship ut is absolutely 
necessary to know the goods; to know and 
to appreciate those particular points and 
advantages which the manufacturer is 
hammering on in his advertising. 


A bum hotel attracts bums. A crooked 
lawyer's clients are crooks. You get what 
you give; and the salesman who can sell to 
high class trade is a high class man. 








Every Buyer of an Electric Sign, Big or Little, Wants 
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sign built by Greenwood. 


that is the basic feature of every 


Here is a striking example:—the Liberty Theatre sign erected in 
Seattle, Wash. This is a Shadow Picture, built under the Tucker- 


Leach patents which we control exclusively. It is 40 feet high, 
double-faced. The huge nitrogen lamps close by would entirely 
dominate any other sign, but due to its 


Sivinalty 


this Greenwood sign stands out prominently and 


oe wr = 
Your customers want 


build it into the next sign erected in your 


Let Greenwood 
city. Address the nearest faciory 


Greenwood Advertising Co., 
Greenwood Advertising Co., (Western) 


Knoxville, Tenn. 
Los Angeles, Calif. 
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Electric 
Truck Efficiency 


Itso happens that the Electric truck 
comes nearer to being a perfect unit 
in a scientifiically built-up delivery 
system than any other type. It is 
a direct competitor of the horse— 
not of the surburban express train. 
It fits in its field and supplements 
existing electrical equipment. 


G. V. Electric trucks are 100 per cent. faster 
than horses; from 25 per cent. to 60 per cent. 
cheaper to operate than horses; require 75 per 
cent. less space than horses. Free from war 
prices; disease; broken limbs. Sanitary, odor- 
less, practically noiseless. 


G. V. Electrics require minimum reserve 
equipment to give uninterrupted service. Long 
lived; interchangeable parts; minimum re- 
pairs. Ex-teamster drivers. Easy on tires. Effi- 
cient because they represent a high grade 
engineering product especially built for a 
given task. 


Over 4,000 in use. Write for catalogue. 


General Vehicle Company, Inc. 
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WHY? 


Why does Valentine Build 
the Slogan Signs? 














There must be a reason. No man gets a// the dest jobs 
in any line unless he does the Jest work. When it comes to 


SLOGAN SIGNS 


Valentine stands alone. Because Valentine has a reputation 
for success in sign building Ideas big enough Service good 
enough Standards high enough for any sign opportunity. 


That’s why Valentine has built most of the Slogan Signs 
in the country _ and followed them with a Co-operative Sign 
Campaign that Builds up the Sign Load Quickly. 


If there’s no Slogan Sign in your city send for Valentine. 


‘To-day — Write 


VALENTINE 
ELECTRIC SIGN COMPANY 


ATLANTIC CITY, NEW JERSEY 








